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This thesis aimed at analyzing factors influencing adoption of mobile money services among SMEs in Tanzanian Tourism Sector. Specifically this study focused on: i) to determine the extent to which technological characteristics influence adoption of mobile money among SMEs in Tanzania Tourism sector, ii) to examine the extent to which organizational characteristics influence adoption of mobile money services among SMEs, and iii) to analyze the impact of environmental characteristics on adoption of mobile money services among SMEs in the Tanzania Tourism sector. Both case study design and survey design were used with a total sample size of 358 respondents. Case study choice helped in obtaining an in-depth understanding of mobile money services. Survey was used to test the hypothesis and model used. Stratified sampling technique was used in order to ensure representativeness of the sample from Arusha, Dar es Salaam and Unguja. Simple random sampling was used to draw the sample of 349 and  purposive sampling technique was used to deployed in selecting six cases for in-depth analysis.  The findings of the study, based on using structural equation modeling (SEM) revealed that technological and environmental characteristics significance influence SMEs in adopting mobile money services (MMS) while organizational characteristics were found to be a insignificant factor. This study concluded that mobile money unique characteristics specifically compatibility and perceived benefits, and the external environmental factor such as customers and regulatory frameworks in which tourist firms operate have a significant influence on SMEs in adopting MMS. This study recommended that for SMEs to effectively adopt MMS, vendors must develop the mobile money services which fit well to SMEs daily operations 
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1.0   INTRODUCTION
1.1 Background of the Study  
In the twenty first century global market, the business operating environment is continuously becoming complex, and competition is cut-throat. Most businesses in tourism strive for competitive advantage over their competitors (Ndekwa, 2014a). In order to cope with this complex global business environment, both small and large tourist enterprises require sustained innovation in their business including recognition and deployment of emerging ICTs. As stipulated in Tanzania’s National ICT Policy of 2003, ICT offers new opportunities to enhance business and to improve the quality of products and services provided in all areas of engagement (URT, 2003a). The opportunities offered by ICT in transforming the performance of the tourism sector have been appreciated since the 1950 with the adoption of Computer Reservation System (CRS) in airlines followed by the Global Distribution Systems (GDSs) in the 1980’s (Goh, et al., 2010). On the other hand, the Tanzania national tourism policy of 1999 provides that, ICT in tourism promotes customers’ satisfaction (URT, 1999). 

In the same vein, scholars (Yang, et al., 2013; Jain, et al., 2013) have advocate for the improved management and internalization of ICT. This can provide tourism companies with a competitive advantage by either maintaining their price levels in the market or by diversifying their products and services which in turn helps to increase value added to the company’s operations. ICT’s application in the tourism economy therefore, supports efficient functioning of enterprises through improved management procedures and upgrades the quality of operations (Januszewska , et al., 2015).

Empirical studies suggest that the tourism sector is the world’s largest industry dominated by SMEs and contributes trillions of dollars annually to the global economy. Tourism creates jobs and wealth, generates exports, boost taxes and stimulate capital investment (Băltăreţu, 2012; Mwita, 2014). The total contribution of Tourism to world GDP was 9.8%  in 2014 and this is expected to rise to 10.5% in 2015 (WTTC, 2015a). In Africa, where the total contribution of Tourism to GDP was 9.4% in 2014 and is expected to rise to 10.4%  in 2025, the industry is a leading source of economic growth, foreign exchange earnings, investment and job creation (WTTC, 2015b). In Tanzania the direct contribution of Tourism to GDP in 2014 was Tanzania shillings 8,252.7 billion (14.0% of GDP). This is expected to rise by 13.2% to Tanzania shillings 15,884.2 billion by year 2025 (WTTC, 2015c). 

Thus, if properly developed through the use of ICT, tourism can be a good source of employment, wealth and a platform to redress the vicious cycle of misery into economic growth and overall social development. Despite the fact that many SMEs are engaged in tourism and have high potential for social and economic development and have great potential to grow through use of ICT, Msanjila and Kamuzora (2012) have argued that, only large organizations can afford to institute innovations that deploy emerging technologies. Mwai (2016) also asserts that, despite well equipped and informed decisions on ICT architecture, platform and applications, Africa’s SMEs still lag behind, and are therefore, still unable to harness the full potential of new technologies in business performance. Further evidence is provided by Akkeren and Harker (2002) who advocate that, technological change provides the SME owner/manager with a complex and challenging operational context while the adoption of ICT by large organizations is relatively higher.

Addo (2012) is of the view that due to their small size and inability to make use of complex opportunities, the majority of SMEs find it difficult to cope with the required speed of change worldwide. Mwai (2016) argues that, SMEs adoption of ICTs would render them global competitiveness and would make them more sustainable. It is necessary therefore to study the factors that influence ICT adoption among SMEs. Even so, despite the above challenges facing SMEs, both research and practice have shown the viability adopting mobile money services as a potential ICT strategy for SMEs to grow. For instance Akkeren and Harker (2002) point out that adoption and diffusion of mobile money services is potentially higher in SMEs than in larger enterprises. 

This observation has also been supported by other scholars who are of the view that mobile money services have recently become popular in transforming enterprise growth (Agwu and Carter, 2014).Mobile money services are transforming societies and fueling the growth of the global economy (Wanyonyi and  Bwisa, 2013). 

As a results telecommunication companies are increasingly helping banks and other financial institutions to serve their customers through mobile money transfer systems. The popularity of mobile money services is due to their potential efficient services to businesses. Mobile money services act as engines of financial inclusion, enhancing money circulation, reducing economic vulnerability, fostering entrepreneurship, increasing savings, promoting financial autonomy, enhancing money security and facilitating social capital accumulations (Alexandre and Eisenhart,2013; Simiyu and Oloko, 2015). Further, businesses benefit from monetary transactions which include ordering consignments and paying for them on the phone; receiving payments from customers on the phone and transferring money to relavant bank accounts without necessarily traveling to the banks (Mawona and Mpogole, 2013). Mobile money services are therefore regarded as vital for efficient operations administration of any organization involved in monetary transactions.

Realizing that, mobile money services is a major source of competitive advantage as well as a cost effective means for SMEs to reach customers globally and to compete with their global counterparts the government of the United  Republic of Tanzania is committed to actively assist SMEs to grow, expand and prosper in their businesses through application of various policies and programs in improving the economic environment for SMEs. 

Among the key initiatives already introduced include (a) the establishment of the National ICT policy (URT, 2003a), (b) the establishment of the Tanzania Communication Regulatory Authority (TCRA) to regulate inter alia money transfer technology and system (URT, 2003b) (c) establishment of SMEs National policy (URT, 2003c), and (d) the establishment in the Bank of Tanzania, mechanism to support informal business sector and facilitate access to financial resources (URT,1956).These initiatives have created a sound environment to support Tanzania SMEs’ financially and in promoting the adoption of the latest technologies to promote their businesses. 

Data from the Central Bank of Tanzania (BOT) reveals that, there is a rapid growth of the mobile money market. Close to 21,184,808 million Tanzanians is registered as  circulating under mobile money users. The number of agents of mobile money service providers has grown to 83,795 (BOT, 2011). By June 2011, it was estimated that over 22 million Tanzanians had access to money through mobile phones (TCRA, 2011).

This impressive growth of mobile money business and government initiatives have enabled SMEs to grow with increasing availability of mobile money and operating markets such Vodacom M-Pesa, CRDB Simbanking, Tigo Pesa, Airtel Money and Ezy Pesa (Zantel Z-Pesa).Some literature provides conflicting conclusions about SMEs involvement in mobile business technology. For example, Salah and Irwin (2010), in their study, revealed that although SMEs in Tanzania are aware of the benefits derived from the use of mobile technology, very few have operationalized this awareness to real life actions. Mawona and Mpogole (2013) on their part reveal that only 20% of small business owners deposited their savings through the use of mobile phones. Furthermore, based on data collected from Tanzania mobile money tracker survey, indicates that mobile money services in Tanzania is only a small proportion of the expected business. (InterMedia, 2013).

Mramba, et al. (2014) conducted a survey of mobile phone usage patterns among street vendors in Dar es salaam city and established that, among the street vendors, mobile phones are commonly used for social communication and very minimally to engage in and promote business transactions. A similar, the study conducted in Kenya revealed that, while there is significant use of mobile internet services, there is limited use of mobile money services for business to business and business to customer transactions as opposed to customer to customer and customer to business e-commerce transactions (Wamuyu and Maharaj, 2011). 

These findings suggest that there is still low adoption of mobile technology among SMEs and the SMEs which have taken it up have not moved beyond the entry level of adoption. Despite of this observation, Jahanshahi (2011) argues that SMEs stand a better chance of gradually adopting new technologies due to their size, flexibility and realiness to adjust to new business environments when compared with large organizations. Furthermore, according to URT (2003), cited in Kilangi (2010), SMEs are easy to establish since their requirements in terms of capital, technology, management, and utilities are not as demanding as those of larger enterprises. Despite this debate and attention of the government and encouragement given to SMEs to grow and adopt mobile money services, research by Ramadhani and Chachage (2012), and Mawono and Mpogole(2011) showed that research undertaken to analyze factors influencing mobile money adoption among SMEs in developing countries, especially in Tanzania is still minimal. Studies by (Donner and Escobari, 2010; Melchioly and Saebo, 2010) focused on the impacts and status of mobile services among SMEs in general rather than its adoption. On these grounds, technology is considered successful when it is well and fully adopted by intended users. 

Tanzania with ample evidence of low uptake of mobile money in business transactions, understanding SMEs and adoption of mobile money technology has becomes one of the crucial issues in the country’s business development agenda. Even then, the manner by which SMEs judge a particular mobile technology is still debatable. Until recently, theories and studies on technology adoption have come up with conflicting conclusions on factors influencing adoption of electronic technologies. Notably, studies done outside Africa have had unique findings. For example, Li, et al. (2014) study on adaption of mobile payments, shows that the number of merchants, the scope of service, the perceived ease to use and compatibility of electronic systems have a significant influence on mobile payments in China. Martin, et al. (2012) on their part carried out a study on adoption of mobile commerce in Spain, found that, success of firms engaging in m-commerce depends on the extent to which their activities fit into expectations of mobile business, technological competence of staff involved and customer value for the firm.  Al-Fahim, et al. (2014) in a study on adoption of internet banking services by Small and Medium Sized- Enterprises in Yemen, indicated that competitive pressure was the highest predictor followed by regulatory support and financial institution support while ICT readiness was insignificant. Given the reflections from these few studies which were done outside Africa it is evident that there are unique characteristics impacting the adoption of mobile banking and mobile money transfer. 

In the African context, Bultum (2014) conducted a study on adoption of mobile money services in Ethiopia and found that security risk, trust, legal and regulatory framework and competition between local and foreign banks do influence the adoption of mobile banking services in Africa. Crabbe, et al. (2009) on their study of adoption of mobile banking in Ghana, established that social and cultural factors such as perceived credibility, facilitating conditions, and demographic factors do play a significant role an SMEs to resolve to adopt mobile money services. Agwu and Carter (2014) also carried out a study on mobile phone banking in Nigeria, and revealed that maintenance costs involved, education levels of customers and availability of a needed infrastructure have positive impact on mobile phone banking adoption. 

On the other hand, studies done in East Africa, such as that by Mochoge (2014) on SMEs adoption of mobile services in Uganda, indicate that ease of use, usefulness and operational costs are the major determinants of decisions to adopt web-based marketing services. Wamuyu (2014) who conducted a study on mobile money usage in Kenya, also indicates that pre-usage methods of money transfers significantly influenced initial uptake of mobile money services while its technical attributes have sustained the positive influence on intentions to continue using mobile money services. Kilangi (2010) is another scholar who carried out a study on mobile email web technology among SMEs in the Tanzania tourism sector. The results showed that only compatibility, organizational e-resources and competitive pressure significantly influence decisions to adopt mobile email technology. Moreover, Mawona and Mpogole (2013) in their study of mobile phone banking among small business owners in Tanzania revealed that, accessibility and convenience were important factors. Other factors include low cost of transactions and security. With these inconsistent results from reviewed studies, it is not clear which factor could specifically or strongly explain why SMEs in Tanzania tourism sector do not embrace mobile money services. This study therefore, aims to fill the gap by identifying and analyzing factors that influence decision to adopt mobile money services among SMEs in the tourism sector in Tanzania. The study also aims to shed light on the conflicting conclusions drawn in the previous studies on the adoption of ICT in business. Thus, this study provides a  framework for better understanding the factors influencing the adoption of mobile money services among SMEs in the Tanzania tourism sector. 

1.2 Statement of the Problem 
The increasing trend of banking and telecommunication industries to invest in mobile money services and governments to support SMEs in uptaking mobile money services has been linked by most empirical studies (Simiyu and  Oloko, 2015). For instance a study done by Chale and Mbamba (2015) in Tanzania indicated that, the use of mobile money for business purposes among SMEs is positively influencing their business growth and performance. This argument was supported by Njau and Njuga (2015) in Kenya who advocate that, the more the use of mobile phone services by micro entrepreneurs the more the business succeeds. On the other hand, Onyango et al. (2014) pointed out that there is in Kenya a big impact on adoption and use of mobile phone technology on the performance of micro and small enterprises. 

Despite the benefits and impact associated with adoption of mobile money services, the majority of SMEs have generally been slow in adopting the use of the technology in mobile money services. For instance, in Nigeria, mobile money services usage among SMEs is still low (Oladejo and Oluwaseun, 2015). In the Ugandan context, Muhanguzi and Kyobe (2015) have argued that mobile money has not been effectively leveraged by SMEs and little is still known about how best SMEs can match mobile technology applications with their work practices and business strategies. This was evidenced also by Anthony and Mutalemwa (2014) who argued that despite its benefits yet mobile money have not taken off as fast as expected in Tanzania. Addressed by Ngaruiya, et al. (2014)  on their part assert that the inability of the SMEs to access funds is still a major issue that limits the formation of new businesses and prevents others from expanding and growing. This lack of access to financial resources such as mobile money services has been seen as one of the reasons for the slow growth of SMEs (ibid).

Given this situation it is important to understand the factors that might influence SMEs in tourism to enjoy full use of mobile money services. However, it is not clear how SMEs can be influenced to fully uptake mobile money services. This is due to the theoretical debate and empirical debate raised from inconsistence in empirical findings and in the body of theories. Notably DiMaggio and Powell (1983) on institutional theory posited that the adoption of technology by a firm depends on the influence of environmental pressure in which the firm operates.Even so this theory has ignored the technological and organization aspects that can have a positive contribution on influencing SMEs adoption of modern. 

On the other hand, Roger (1983) proposed five innovation characteristics that influence firms to adopt technology. These characteristics include relative advantage, compatibility, complexity, trialability and observability. Despite Rogers (1983) work of innovation attributes, this innovation attributes did not consider how organizational matter and environmental matter surrounding SMEs might help to influence the adoption of modern monetory technology. Others scholars (Jain, et al.,2013; Yang, et al.,2013) have come with insignificant findings which do not support the theories and other established empirical evidences. Other scholars such as (Chang, 2015; Choi, et al. 2011) have come up with different factors influencing the adoption of mobile money services. Given this situation, it is not clear how the factors discerned influence the adoption of mobile money services among SMEs in the Tanzania tourism sector. To fill the gap, this study analyzes the factors which influencing the adoption of mobile money services among small and medium size tourist enterprises in Tanzania. An understanding of the factors can assist in speeding up the adoption of mobile money services and so promote the growth of tourism in the country. 

1.3 Research Objectives 
1.3.1 General Objective of the Study 
The overall objective of this study was to analyze factors influencing the adoption of mobile money services among small and medium enterprises (SMEs) in the Tanzania tourism sector.

1.3.2 Specific Objectives 
The specific objectives of the study were:
i) To determine the extent to which technological characteristics influence the adoption of mobile money services among SMEs in the Tanzania Tourism sector
ii) To assess how organizational characteristics influence the adoption of mobile money services among SMEs in the Tanzania Tourism sector
iii) To analyze the impact of the environmental characteristics on the adoption of mobile money services among SMEs in the Tanzania Tourism sector
1.4 Research Hypothesis 
Null H1a: Technological Characteristics have a positive and significant influence on SMEs adoption of mobile money services in Tourism.
Alternative H1b: Technological Characteristics do not have a positive and significant influence on SMEs’ adoption of mobile money services in Tourism
Null H2a: Organizational Characteristics have a positive and significant influence on SMEs adoption of mobile money services in Tourism.
AlternativeH2b: Organizational Characteristics do not have a positive and significant influence on SMEs’ adoption of mobile money services in Tourism
Null H3a: Environmental Characteristics have a significant impact on SMEs’ adoption of mobile money services in Tourism.
Alternative H3b: Environmental Characteristics do not have a significant impact on SMEs’ adoption of mobile money services in Tourism.

1.5 Scope of the Study 
This study covers SMEs involved in tourism sector in Tanzania. The selection of relevant SMEs is based the nature of their business in terms of involvement, control, convenience and flexibility within a culture of serving customer who are located abroad compared to other SMEs in other industry. As indicated by Goh, et al. (2010), the nature and size of the global tourism industry clearly presents considerable potential for the use of new technologies. This means that all tourism oriented companies, such as tour operators, travel agencies, rental agencies, cruisers and hotels do experience growth in what is commonly known as information and communication technology. The tourism sector represents the information-intensive industry characterized by a significantly long value chain influenced, to a great extent, by information which requires the use of emerging technologies. Therefore, in this study it was appropriate to study the adoption of mobile money system among SMEs in the tourism sector. 

1.6 Significance of the Study 
This study is signified by four characteristics:
 First, at the theoretical level, the research results verify the validity of Technology Adoption Theories in SMEs settings. The model developed has become a useful tool for predicting adoption of new technologies in SMEs context. It also acts as a motivational tool for enabling improved adoption of new technologies through appropriate interventions of key factors.

 Second, while there is a general recognition of SMEs digital divide which affects performance of SMEs in relation to national income, due to limited research and lack of enough data in this area, it has been difficult to provide factual evidence to policy and decision makers on the need to include SME issues in ICT policies, plans and strategies. Therefore, this study generates new knowledge and serves as data source for policy and decision evaluation relating to SMEs and access to and use of mobile money services.
 Third, small business owners will be using the findings of this study to educate themselves on the many avenues and platforms that mobile money services afford them.
 Fourth, the methodology used in this study acts as a guide for future research to study adoption of mobile money services in SMEs settings.
 
1.7 Organization of the Thesis
This thesis is organized into six chapters as follows: 
Chapter One: Presents the research problem, research objective and hypotheses.
Chapter Two: presents both theoretical and empirical literature review. This review considers the different debates and research efforts with regard to the study variables. It is from the theory where insights, hypotheses and the conceptual framework were drawn. 

Chapter Three: presents the methodology used. The Chapter puts the study in context and data collection methods are indicated. Testing of the parametric assumptions, reliability and validity tests as well as the measurement models are presented.
Chapter Four: delineates the results of the study. These results are presented according to the study variables and hypotheses. The presentation is in the form of Tables and other relevant statistics. 

Chapter Five: presents the discussion of the findings. The discussion hinges on comparing and contrasting literature with the results. New points of departure are identified and filled gaps presented. In this chapter, new knowledge is generated by stressing the theoretical implications of this study. 










2.0   LITERATURE REVIEW
2.1 Introduction
This chapter comprises five parts, namely conceptualization of terms, review of the relevant theories, empirical literature review, research gap and the conceptual framework and hypothesis formulation.

2.2. Conceptualization of Terms
2.2.1 Mobile Money Services
Different scholars use various forms to define mobile money in order to fit their contexts of study. For example, World Bank (2010) cited in Nyaga and Okonga (2014) defines mobile money as payment services operated and performed from a mobile device such as  mobile phone, credit or debit cards and is further clarified through the  intersection of both banks and telecommunications companies. On the other hand, Wamuyu (2014) defines mobile money services as the exchange of monetary value using mobile cellular phone services from a registered mobile money transfer service subscriber to the other. In the same perspective, Ngugi, et al. (2010) point out that, mobile money is a suite of financial services offered through mobile phones and other hand held mobile devices. 

Dennehy and Sammon (2015) assert that mobile money service is the financial service delivered via mobile networks and performed on a mobile phone. Similarly, Tchouassi (2012) defines mobile banking as an electronic banking innovation business using mobile networks and mobile communication technologies in order to realize the connection of mobile phones and other mobile banking device system as well as getting a variety of financial services through the mobile interface or SMS. Tobbin (2010) argues that, even though mobile money has not been well defined in literature, includes all the various initiatives (long-distance remittance, micro-payments, and informal air-time battering schemes) aimed at bringing financial services to the unbanked using mobile technology.

Considering all the elements used in the various definitions, this study uses a generic definition, namely “ mobile money services is the financial services delivered via mobile networks and performed from a mobile device such as  mobile phone, credit or debit cards, laptop.  It is the services provision facilitated by intersection of both banking and telecommunications services”.

2.2.2 Small and Medium Enterprises
There is no universally accepted definition of SMEs. They are defined to reflect a particular context, which is influenced by the socio-economic development of the country. Different factors are considered when defining SMEs. For example, the European Community (1996) posits that both qualitative and quantitative measures define business size. They propound factors such as number of employees, organizational structure, operational procedures, staff training, level of technology and financial strength of the firm and firm management as being important in categorizing firms. With these qualitative and quantitative measures, different authors define SMEs using either qualitative and quantitative measures. The selection of pertinent measures influence the definition of an SME.

In Tanzania, the SMEs policy (URT, 2003c), defines small and medium enterprise based on the number of employees and the size of the capital invested. Micro enterprises involve up to four people and have a capital of up to Tshs. 5 million. Small enterprises employ up to fifty people and have capital investment ranging from Tshs. 5 to 200 million while medium enterprises employ between 50 to 99 people and have a capital investment ranging from Tshs. 200 to 800 million. As this definition from Tanzania SMEs policy has appeared to be similar to that of European Commission in terms of quantitative measures, it offers a better ground since this study is based in Tanzania and thus the official definition reflects the legislation and business infrastructure of the firms in question.   
                                   
Hence, for consistency of findings, it was necessary to adopt the measure used to define SMEs as stipulated in Tanzania SMEs policy. However, taking this definition as it is, by combining both the capital and the number of employees could complicate the study. Elly (2010) argues that using both capital and number of employee could be situational where the number of employees might not match the stipulated capital possessed by the firm and hence fail to identify the size of the firm. Gibb (2005) proposes that firms should be differentiated according to the number of employees for easy identification. This study considers the number of employees as a criterion for differentiating firm size as provided in the SMEs policy in Tanzania. Thus, the population under study comprised micro, small and medium tourism enterprises measured in terms of the number of employees including the owner-manager, which represent firms with up to four, between five and 49, and 50 to 99 employees respectively.

2.2.3 Role of Mobile Money Services in the Small and Medium Enterprises 
Chale and Mbamba (2014) conducted a study to examine the role of mobile money services on the growth of small and medium enterprises in Dar es Salaam, Tanzania. The findings using multiple regression analysis indicate that the main effects of mobile money are increased volume of sales, efficiency in purchase of stock, reduced time in processing payments, payments of goods and services, improved habit of savings, and money transfer on business growth in terms of market share, revenue and profitability.  

Wanyonyi and Bwisa (2012), in their study of the influence of mobile money transfer services on the performance of micro enterprises in Kitale Municipality, showed that mobile money services are used to help businesses to transfers funds when making purchases from suppliers and when customers buy from the business as well for debt collection and credit sales. All theses transactions contribute to improved performance of micro enterprises. Furthermore Simiyu and Oloko (2015) showed that mobile money services  have lead to  increasing numbers of  financial transactions which result in increased sales and therefore, significant contribution to business growth. In addition, Ngaruiya, et al. (2014) has pointed out that mobile money services has  made money available at a low cost compared to the traditional banking systems where some transactions must be made within the premises of the bank. The authors further pointed out that mobile money transactions have a significant effect on sales revenue. Mbogo (2010) on his part indicated that mobile payments help to enhance the quality of their services and to increase growth.

Muisyo, et al. (2014) argue that, in business mobile money serves as a way of gaining competitive advantage through diversification, maintaining customer loyalty and increasing market share in order to increase profitability and improve financial positions. Makee, et al. (2014) indicated that when mobile money is used, it helps to save time and money, and  brings more customers leading to more business incomes. Given the importance of mobile money to the survival and growth of SMEs as articulated above, to speed up its adoption, this study focuses on establishing the factors influencing SMEs adoption of mobile money services.

2.3. Review of Relevant Theories  
This part sought to select appropriate theories and models that informed the researcher on the variables to be included in analyzing the critical factors influencing adoption of mobile money services among SMEs in the Tanzanian tourism sector. The main theories reviewed included Technology-Organization, Environmental Framework and Diffusion of Innovation (DOI) theory. These two theories are important in this study because they helped the researcher to better understand the variables from a theoretical perspective and to enable the researcher the coming up with a conceptual framework as well as to formulate hypotheses. 

2.3.1 Technology-Organization-Environment  Framework 
In the literature on the adoption of information systems, scholars have employed various theories to study the adoption of different ICT products. However, most of these theories which include the Theory of planned behavior(TPB), Technology Acceptance Model (TAM), Unified Theory of Acceptance and Use of Technology (UTAUT), have focused on the adoption by individuals rather than by organizations. Thus they provide a partial  explanation for organizational adoption of technology (Molla and Licker, 2005 cited in Ramdani and Kawalek,2007a).In addition, most of these theories have centered on the environmental or social and technological attributes and overlooked organizational attributes which is the subject of interest here (Al-Hudhaif and Alkubeyyer, 2011). It has been proven by Ramdani and Kawalek (2007b) that, SMEs are not only affected by environmental and technological factors as previously established, but are also affected by organizational factors. This is because an organization’s adoption of innovation is big and complex to be grasped by a single person’s cognitive power (Tornatzky & Fleischer, 1990).

Given this situation, to adequately analyze the adoption of technology in an organizational setting, Tornatzky and Fleischer, (1990) developed Technology-Organization, Environmental framework which has a predictive power in measuring the adoption of technology in an organizational setting. The TOE framework is a comprehensive tool which focuses on an organizational, technological and environmental contexts in studying the adoption of technology in organizations. The technological aspect depicts the technologies that are relevant to the organization in its pursuit of business objectives. The organizational aspect is characterized by the firm’s size and scope, managerial structure and internal resources. The environmental aspect describes how an organization conducts business with its business partners, competitors and the government. In the context of the current study, the TOE framework is used to show that adoption of mobile money by SMEs is determined by the influence of technological , organizational and environmental characteristics.
The applicability of the TOE framework for investigating factors influencing technology adoption among SMEs in different domains is exemplified in existing literature. For example, Oliveira and Martins (2010) adopted the TOE framework, in examining the patterns of e-Business in the European Union. The results indicated that the technological, organizational and environmental contexts are significant factors in e-business adoption. Furthermore, Lippert and   Govindarajulu (2006) confirmed the usefulness of the TOE framework in their study of Web Services adoption in small firms by incorporating technological, organizational, and environmental factors. In addition, Nawaz and Gunapalan (2015) tested the three aspects of TOE and found that technological, organizational and environmental factors significantly influence SMEs’ adoption of enterprises application in Sri Lanka. In the tourism context, Kenneth, et al. (2012) applied the TOE framework in examining the factors influencing the adoption of electronic commerce among small and medium tour and travel enterprises in Kenya, leading to the significant influence of leadership style, resources, infrastructure, competition and positioning of this technology. On the other hand, scholars such as Otieno and  Kahonge (2014) validated the importance of TOE in  SMEs mobile payment in Kenya and found out that the technological, organizational and environmental factors have a significant influence on SMEs  adoption of this technology. This empirical evidence is a clear indication that Technology, Organization and Environment model (TOE) is applicable in studying adoption of mobile money in Tanzania tourism.

Despite this acknowledgement, the major snag of TOE is that some of the constructs in the adoption predictors are assumed to apply more in large organizations, where clients are sure of continuity and where there are fewer complaints, than in SMEs (Awa, et al., 2015). To address this weakness, Arpacı, et al. (2012) argues that the TOE framework can be modified in line with other constructs from other theories and by considering local factors in order to provide convincing evidence to justify adoption of mobile money technology. This idea was supported by  Al-Zoubi (2013) who pointed out that, the  TOE framework combined with the diffusion of innovation theory help to better explain IT adoption and improve bases for the adoption of technologies in SMEs setting. On the other hand, Awa  (​http:​/​​/​www.emeraldinsight.com​/​author​/​Awa%2C+Hart+O​),et al. (2015) Integrated TAM, TPB and TOE frameworks in e-commerce adoption by SMEs. The findings acknowledged the improvement of the theoretical base of the adoption over  the use of single theory.

Given this justification of the suitability of the TOE framework in an SMEs context, this study used this theoretical framework to enable further analysis of  application of mobile money in technological, organizational and environmental contexts. This means that the choice of variables used by the researcher in this study is based on the technology-organization-environment (TOE) context enabling the researcher to accommodate more variables reflecting organizational adoption of mobile money technology. Hence, the TOE framework is selected as a theoretical foundation in this study in examining the significant influence of the technological, organizational and environmental factors on SMEs adoption of mobile money services in the Tanzanian tourism sector. 

2.3. 2 Diffusion of Innovation Theory 
Despite the fact that different theories have been robust in predicting technology adoption behavior , research has shown that the influence of the information systems varies in the IS implementation process (Qeisi and Al-Abdallah, 2013).In order to address this limitation of the behavioral theory, Rogers (2003) developed a theory known as diffusion of innovation which to explains changes in technological acceptance over time as individuals gain experience . He argues that, diffusion is a process by which an innovation is communicated through defined channels over a period of time among the members of a social system. Therefore diffusion of innovation is determined by five attributes which includes relative advantage, compatibility, complexity, trial ability, and observability (Rogers, 2003). In the current study, the adoption of mobile money services among SMEs is influenced by mobile technology attributes namely  relative advantage, compatibility, complexity, trial ability, and observability. He elaborates these determinants as follows:
Relative advantage: as the degree to which innovation is perceived as better than what supersedes it. 
Compatibility: as the degree to which innovation is consistent with existing values, past experiences and needs. 
Complexity: as the degree to which the innovation is considered difficult to understand and use. 
Trialability: as  the degree to which  innovation can be experimented on a limited scale. 
 Observability: as the degree of visibility of new innovation. 
The application of the diffusion of innovation theory in the SMEs has been observed in a number of empirical studies. For example, Tan and Eze (2008) adopted diffusion of Innovation theory in a study of internet, the  findings revealed that relative advantage, compatibility, complexity, observability and  security are significant factors influencing Internet-based ICT adoption in SMEs in Malaysia. Furthermore, Al-Ajam and Nor (2013) confirmed the usefulness of diffusion of innovation theory in internet banking service adoption in Yemeni. The findings from this study indicated that perceived relative advantage, perceived ease of use, perceived compatibility, perceived trialability, and trust are salient determinants of adoption of internet banking. Given this evidence, it is justified that innovation of diffusion theory is suitable for studying adoption of technology in the SMEs setting.

Despite its applicability, the innovation of diffusion theory,  has focused on technology attributes only and fails to account for social-environmental factors on which SMEs are operating (Arpaci, et al., 2012).In order to address this weakness, prior empirical studies have integrated the diffusion of innovation theory with other theories and constructs in order to help to accommodate social-environmental factors. For instance, Gherib (2015) integrated the theory of reasoned action, technology acceptance model and diffusion of innovation. The results of the qualitative study have indicated that relative advantage, perceived ease of use, compatibility and perceived risk from both theories influence the attitude of the top managements in adopting internet banking. On the other hand, Alhammadi, et al. (2015) in their study of cloud computing adoption in Saudi Arabia, developed a strong framework from an integration of the diffusion of innovation theory (DOI) and the Technology-organisation-environment (TOE) framework.  The above empirical findings evidenced the flexibility of the  diffusion of innovation theory in the an integrated model which suggests that in this study an integrated theoretical framework of innovation of diffusion  provide strong basis for the analysis of factors influencing the adoption of mobile money services. Hence, the diffusion of innovation in the current study provide further analysis and strengthens the influence of technological attributes of relative advantages, complexity, triability and observability  on mobile money innovation  in SMEs setting.

2.3.3 Synthesis of Theoretical Perspectives and Summary of the Theories
In this study, the TOE framework was combined with the diffusion of innovation theory. The use of the combined model was justified by a number of scholars. For example, Parker and Castleman (2009) in their critical analysis of meta data argue that no commonly-used theory adequately explains small firm adoption of electronic business because each omits important aspects of small firm idiosyncrasy. In the same perspective, Ndekwa (2015) combined TOE framework and diffusion of innovation theory in examining adopters and non adopters of computerized accounting system among small and medium enterprises in Tanzania. The findings demonstrated the explanatory power of the TOE framework when combined with the diffusion of innovation of theory. In this case two theories were combined to increase explanatory power by measuring the technological context of the TOE framework using the technological attribute of diffusion of Innovation theory. Therefore, the TOE framework was strengthened by Diffusion of Innovation (DOI) theory to better explain technological attributes that influence SMEs to adopt mobile money services. This is depicted in the summary of the implications of each theory presented in Table 2.1 below. 

Table 2.1  :  Summary of the theories
Name of the Theory 	Implication to this study 
Diffusion of Innovation Theory(DIT)	SMEs adoption of mobile money is influenced by mobile money technological attributes which include relative advantage, complexity, compatibility, trial ability and observability.
TOE Framework 	The adoption of mobile money services among SMEs is influenced by three factors within technological, organizational and environmental contexts.
In this study the technological context of the TOE framework was measured by using the technological attributes of Diffusion of Innovation Theory(DIT)


2.4 Empirical Literature Review 
A number of theories have been used to explain the adoption of mobile money services in SMEs setting. In this section, scholarly and empirical literature reviewed establish past works in explaining the factors that influence SMEs adoption of mobile money services. In this study, technological characteristics, organizational characteristics and environmental characteristics are used as bases for examining the relationship between these characteristics and SMEs adoption of mobile money services.
2.4.1 Extent of the influence of technological characteristics.
According to Ahad , et al. (2010) in an empirical study of factors influencing the SME’s intention to adopt mobile banking in rural Bangladesh, multiple regression analysis indicated that banking facilities, cost and credibility are the main factors that significantly influence the SMEs intention to adopt mobile banking. The data from this study was collected from four villages. Thus the research may not represent the whole of Bangladesh. To increase research coverage this study recommends that a future study must be extended to cover more than four villages. Further, this study was conducted only on the SMEs at a particular point in time, thus a longitudinal study or research with a different population is recommended inorder to provide more insights into user behavior of technology. 

On the other hand, Triandini, et al. (2013) conducted a study on factors influencing e-commerce adoption by SMES in Indonesia. By using contents analysis, results from ten prior studies showed that perceived opportunities, perceived usefulness, perceived ease of use, relative advantage, perceived risk, perceived trust, and compatibility have significantly influenced on SMEs to adopt of e-commerce. However this study was limited to the meta analysis of ten (10) prior studies which were done in Indonesia. Therefore, this study recommended that a future study be carried out in other developed and developing countries. 

In the context of tourism, Peng , et al. (2012) conducted a study to explore  adoption of tourism mobile payment in China. The empirical results from structural equation modeling showed a strong support for the effects of perceived security, perceived compatibility, destination m-payment knowledge, and tourist susceptibility to interpersonal influence. The study recommended the following. Firstly, the model deployed in this study relied on data gathered from visitors in Guilin, China. The generalization of the findings is bounded due to the geographic limits imposed by South China as the sole study site. Future research applying the study method in other destinations will help to establish the generalization of the model. Secondly, the tourism industry is highly seasonal, and the impact of seasonal demand variation is one of the dominant operational concerns of tourism interests in both the public and private sectors. The main study sampling of the tourists was conducted in summer. It is possible that a different sample of profiles would be derived in other seasons. Furthermore, longitudinal, data gathering in future research will help to understand what, if any, effect seasonality has on results. Finally, it was proposed that a model that was needed to increase understanding of tourism m-payment services by focusing on system characteristics and tourism characteristics. Additional factors (such as age, education, level of spending, duration of visit) may play an important role. Therefore, future research should extend to include these factors.

In a related perspective, Al-Fahim (2013) conducted a study to explore and understand the factors that influence internet banking adoption in Malaysia. The findings from interviews using thematic analysis revealed that adopters and non-adopters realized that internet banking has several benefits and conveniences. Even so, non adopters were concerned about some factors like trust, ease of use, awareness and security. The results also showed that adopters had a positive influence on use of online banking and they did not have problems with these factors because they had sufficient knowledge and experience in using online banking. This study has several limitations such as the sample used for the study was from a specific group of respondents in Malaysia. The second limitation was that informants were postgraduate students who had limitations in banking transactions. It is recommended that future studies should be done in a business area where there a wider transactional needs. 

Phonthanukitithaworn, et al. (2015) conducted a study to investigate the factors influencing intentions to adopt mobile payment services in Thailand. Using structural equation modeling, the results indicated that the adoption of mobile payment services in Thailand was determined by a numbers of factors, namely, compatibility perceived trust, and perceived cost. Surprisingly, the construct of perceived risk, perceived usefulness and perceived ease of use were all found not to have a direct effect on the intention to adopt mobile payment services. This study has come up with the following recommendation. First, this study focused only on mobile payment adopters. A comparative study could be conducted between non-adopters and current adopters of M-payment. This could help to provide further insights on adoption of mobile payment to determine whether the factors that influence behavior differ between these two groups. Second, given the innovative nature of M-payment services and the early stages of implementing M-payment, this study focused only on behavioral intentions as the dependent variables to interpret the theory-driven actual behavior in the early adoption stage. Therefore, further study is needed for improving reliability by employing additional methods, such as a field study and/or longitudinal study, to more closely investigate the difference between users and non-users in the later stages of M-payments. Finally, there may have been other variables that could have affected behavioral intention to adopt M- payment services. Thus, future research using a richer research methodology combining quantitative and qualitative methods is called for.

In an African perspective, Domeher, et al. (2014) carried out a study on adoption of financial innovation in the Ghanaian banking industry. Using logistical regression, the results amongst other things, showed that innovation attributes such as lack of complexity, compatibility and perceived usefulness provided by financial innovation, increased the likelihood of e-banking adoption. In light of these findings, the study recommended that banks should focus on designing both useful and easy-to-use e-banking products that will attract potential and existing customers. Similarly, Karma and Ibrahim (2014) conducted a study to investigate the key factors influencing mobile banking adoption in Sudan. The results from multiple regression analysis revealed that the intention to use mobile banking in Sudan is influenced strongly by perceived trust, perceived ease of use and perceived risk. In this study perceived usefulness was found to have no influence on the intention to use M-banking services among customers of Sudanese banks. 

In an East Africa perspective, Sokobe (2012) conducted a study on factors influencing adoption of electronic payment by small and medium hotel enterprises in Kisii Town in Kenya. Using percentage and mean in analyzing the data, the findings of the study confirmed that an entrepreneurial background characteristic as measured in terms of education levels, age and skills influenced use of electronic payments. In addition, the ease of use of electronic gadgets in terms of speed, convenience and storage influenced adoption of electronic payments highly. On the basis of the findings the study recommended for improvement of the entrepreneur background characteristics through apprenticeship and training and exposure, to innovations to come up with cheap electronic payment gadgets affordable by the hotel SMEs. Similarly Simiyu and Oloko (2015) conducted a study of mobile money transfer in small and medium sized enterprises in Kenya. The finding using frequency and percentage has indicated that mobile money transactional costs, convenience and financial accessibility have all been shown to affect SMEs growth through the service leading to increased enrolment in mobile money services. This study has recommended that future studies should replicate the same setting at a different time, or in other urban towns in Kenya.

Mbogo (2010) conducted a study of the impact of mobile payments on the success and growth of micro-business in Kenya. Analyses of the data using descriptive statistical technique revealed that convenience of the money transfer technology plus its accessibility, cost, support and security factors are related to behavioral intention to use and actual usage of the mobile payment services by the micro businesses to enhance their success and growth. Although the results were statistically significant, the study ended up with several recommendations. Firstly, the study was based on micro businesses within the central business district and its environs in Nairobi, Kenya. It would be interesting to see how the results would be if the sample included other urban as well as the rural micro businesses in the country. Thus, future replication of the study incorporating other areas would be called to bear. Secondly, the study did not differentiate between formal and informal micro businesses. A further study is called for in this area. Thirdly, micro businesses operate in all forms of activities. This study did not differentiate between the various activities. Hence the results should be treated with caution. This provides an avenue for further research. Fourthly, no studies in the past have considered the success and growth factor in the micro business as a result of using the mobile payment. Further research covering a wider scope of the micro businesses to refine these results is needed. Finally, the study did not look at gender in micro-business vis-à-vis the use of mobile payments. Further study in this area remains an avenue to be explored in the future.

In Tanzania, Mawona and Mpogole (2013) carried out a study on the adoption of mobile phone banking among small business owners in Iringa in Tanzania. Using descriptive frequency and percentage data analytical tools, the results indicated that low cost of transaction, security, accessibility and convenience were important factors in influencing adoption of mobile phone banking among small business owners. However, this study used descriptive data analysis whereas techniques such as frequency that rely on describing, still remain incomplete because they do not provide inferential statistical testing. Therefore, it is difficult to generalize or to test the relationship between the variables in this study by using descriptive data analysis only. 

On the other hand, Anthony and Mutalemwa (2015) carried out a study on factors influencing the use of mobile payments in Tanzania. Qualitative data which was analyzed using thematic content analysis revealed that perceived ease of  use, perceived usefulness, perceived cost, perceived mobility, perceived trust and perceived expressiveness strongly influence the adoption and usage of Z-pesa service. However, the author contacted only one mobile service provider. Thus it is recommended that the same study should be conducted again by comparing and contrasting the factors necessary for adoption and usage of the M-payment services of all mobile service providers in Tanzania. In addition, the study used convenience sampling, which may not necessarily be representative of the Tanzanian population of mobile subscribers. The use of other forms of sampling such as random sampling provides more reliable results, based on a more representative population. Mramba, et al.(2013) in their study of mobile phone usage patterns among street vendors in Dar es salaam city, the results from frequency and percentage analyses showed that low perceived difficulties and high perceived benefits of using mobile phones significantly influence mobile money use among street vendors in Tanzania.

2.4.2 An examination of the influence of Organizational Characteristics 
Abdullah, et al. (2013) in their study to explore the adoption of common technology among Malaysian SMEs, using thematic analysis, the findings showed that notwithstanding the technologies adopted by the firms, internal factors and SME’s owner-managers characteristics have significant influence on technology adoption among SMEs. This study adopted a qualitative approach which lacks the power of determining the significant predictive power of the predictor variables. The author has recommended that future studies be conducted using quantitative approach to determine the significant predictive power of each predictive variable.                               

On the other hand, Garg and Choeu (2015) conducted a study on adoption of SMEs in electronic commerce in Pretoria East. Using chi-square test, it was indicated that the type of business, occupation level, numbers of employees in the company and employee academic qualification associate with the adoption electronic payments amongst SMEs while experience of the manager and gender showed little association. This study was limited to the use of chi-square test which only considers the categorical variables and ignores continues variables and lack the power of testing significant relationship. The author recommended that future studies should be conducted with analytical technique that accommodates continuous variables with high power of testing significant relationship.

Rahayu and Day (2015) conducted a study on determinants of adoption of e-commerce by SMEs in Indonesia. By using multiple regression analysis ,the findings indicated that technology readiness, owners’ innovativeness, owners’ IT ability and owners’ IT experience are the main determinant factors that influence Indonesian SMEs to adopt ecommerce. This study was limited to Indonesian SMEs. The author recommended that future studies be done in other countries in order to compare and increase the generalization power. Peng, et al. (2012) in an exploration study of tourist adoption of mobile payment in China. By using a structural equation modeling, the results showed a strong support for the effects of m-payment knowledge, and tourist susceptibility to interpersonal influence. This study recommended that future research applying the study method in other destinations be conducted to help to establish the generalization of the model.

In the same perspective, Abdullah, et al. (2013) to explored the common technologies adopted by Malaysian SMEs. By using thematic analyses, their results showed that in addition to technologies adopted by the firms, the SME’s owner-managers characteristics had a significant influence on technology adoption among SMEs. However, in this study the authors expanded the concepts of technology to widen its understanding as a means to enhance the effectiveness and efficiency of operations in organizations. The author recommended that future work should focus on expanding the factors identified based on a specific technology to provide a resource based for academics and managers in the industry. 

Padachi, et al. (2010) analyzed the factors influencing the adoption of Internet banking among SMEs in Mauritius. The finding using revealed that female SME owner/managers are more inclined to use Internet Banking. Furthermore, firm profiles and own managers’ characteristics, such as age, relationship with banks, level of education, higher annual turnover, subscription to an internet package, presence of a computerized accounting system and operations in sophisticated sectors, were positive determinants that contributed towards Internet Banking usage. The other factors that determine the adoption of Internet Banking among SMEs are related to trust and security, awareness, convenience and accessibility. Further, Riyadh, et al. (2009) carried out a study on the SMEs adoption of e-banking in developing countries. The finding, using multiple regressions, indicated that organizational capabilities, perceived credibility and institutional influence are significant in influencing SMEs adoption of e-banking. Furthermore, Ahad, et al. (2010) conducted a study on factors influencing SME’s intention to adopt m-banking in rural Bangladesh. By using multiple regression analysis, the findings indicated that credibility, gender, education and SME business type were the main factors that significantly influence adoption of m-banking. 

Hameed and Counsell (2012) conducted a study on the influence of managers’ characteristics on adoption of Information Technology in organizations. By using meta-analysis of past literature, the findings indicated that managers’ attitude, innovativeness and IT knowledge are strong factors influencing the adoption of IT in organizations. Partners and potential customers were found to be most influential in the adoption process.

In an African perspective, Oladejo and Oluwaseun (2015) conducted a study on socio economic factors influencing adoption of e-payments by the Nigerian banks. The results based an regression analysis indicated that demographic characteristics such as sex, age, educational level and position were associated with e-payments usage and significantly influence adoption of e-payments by money deposit banks of Nigeria. It is, therefore, suggested that as a matter of policy, continuous public awareness and consumer education on the invariability of e-payments usage facilitate cashless economy. On the other perspective, Mupfiga (2015) carried out a study on adoption of ICT in the Tourism and Hospitality Sector in Zimbabwe. The findings, based on meta analysis of 14 reviewed literature indicated that, organizational readiness, internal expertise, support of owner or manager, user participation, efficient and effective use of any external expertise are the most important factors influencing adoption of ICT in Tourism and Hospitality Sector. Ndayizigamiye (2014) also conducted a study on the influence of SMEs’ internal factors on adoption of e-commerce in South African.The finding based on percentage indicated that firm size, company’s’ preferred work practices, company’s values Owner/Manager enthusiasm and Owner/Manager’s characteristic significantly influence the adoption of e-commerce in the surveyed SMEs while there is no significant relationship between internal IT capabilities and e-commerce adoption.

Omotayo and Dahunsi (2015) in their study of factors influencing adoption of point of sale (POS) terminals by business organizations in Nigeria. The finding based on multiple regressions revealed that subjective norms have significant relationship with adoption of point of sale terminals machine by the organizations. However, the characteristics of the organizations  do not have significant relationship with the adoption of point of sale terminals. The population was limited to a geographical area of the country (south-west). Therefore, the findings may not be generalized to the entire country. The methodology used, was heavily quantitative and had its limitations. It provided a broad-based perspective of the questions under investigation, but were not the best approach for obtaining a deep understanding of the questions. Additional studies that use qualitative approach may contribute to a deeper understanding. The model adapted for this study was developed from another country. This may not objectively describe the phenomenon and situation in Nigeria, especially with the digital divide between, the developed and developing nations of the world. Future studies need to be carried out to establish the factors influencing non usage of technology among non-adopters. Further studies on comparative adoption of POS among different business organizations are also needed. 

In the East African perspective, Sokobe (2012) conducted a study on factors influencing the adoption of electronic payment by small and medium hotel enterprises in Kisii Town in Kenya. By using percentage and mean, the findings of the study confirmed that entrepreneur background characteristics measured in terms of education level, age and skills significantly influenced adoption of electronic payments. On the basis of these findings the study recommended improvement of entrepreneur background characteristics through apprenticeship training, exposure, and innovations are putting in place cheap electronic payment gadgets affordable by hotel SMEs. On the other hand, Ochola (2015) in an empirical study of determinants of e-commerce adoption amongst SMEs in Kenya. The findings based on the use of multiple regression indicated that employee level of IT capacity, level of education, age of firm and innovation characteristics have a significant effect on e-commerce while  age of owner/manager and business focus have no significant effect on adoption of e-commerce.

2.4.3 An analysis of the influence of Environmental Characteristics 
According to Alrawabdeh (2014) in his study of environmental factors influencing adoption of mobile commerce in Jordan. By using Stepwise Regressions, the results of the analysis revealed that competitive pressure, regulatory environment, social influence, support industries, customer pressure, and government pressure are important factors that significantly influence adoption of mobile commerce in Jordan. In addition, suitable tax laws, clear regulatory frameworks, and improvement of infrastructure by the government are considered essential inputs that influence adoption of m-commerce. This study was limited to Jordan. The study has recommended that further study be conducted in other areas beyond Jordan.  AlGhamdi, et al. (2013) in their study of factors influencing the adoption and diffusion of business to customers’ e-commerce in Saudi Arabia, the findings, using percentages indicated that the nature of businesses, infrastructure, customers, and governmental support do influence the adoption of e-commerce.

On the other hand, Nugroho and Chowdhury (2015), in their study of mobile banking for empowerment of muslim women entrepreneurs in Indonesia and Bangladesh, by using meta analysis of literature review, the results indicated that the role of mobile banking as well as branchless banking for women entrepreneurs have a very important role in connecting access to financial services. In addition to the phenomenon of the increasing the number of women entrepreneurs and the growing literacy of women in developing countries such as Indonesia and Bangladesh, e-commerce has an impact on increasing the professionalism of women entrepreneurs, and on the demand for technology-based financial services such as mobile banking. Similarly, Triandini,et al. (2013) conducted a study on factors influencing adoption of e-commerce by SMES in Indonesia. The results based on means showed that extending market-reach to global, increasing customer personalized services, and improving competitiveness influenced the adoption of e-commerce. 

In the African context,  Omigie, et al. (2015), in their study of user acceptance of mobile broadband in Nigeria, used partial least square technique and  the results showed that mobile broadband motivation, government support, perceived price value, social influence’ and facilitating conditions are significant determinants of intention and behavior to use mobile broadband in Nigeria. The findings of this research are vital to telecoms and broadband service providers in understanding the factors that stimulate people’s behavior in subscribing to mobile internet and for deploying infrastructures and services. It will also help government and telecoms regulators to streamline their policy towards meeting these factors. On the same note, Riyadh, et al. (2009) carried out a study on SMEs’ adoption of e-banking in developing countries. The finding based on multiple regression, indicated that perceived regulatory support, ICT industries readiness and financial institutions readiness have significant influence on SMEs adoption of e-banking in developing countries.

On another perspective, Mupfiga (2015) carried out a study on adoption and use of ICT in the tourism and hospitality sector in Zimbabwe. The findings based on meta analysis of 14 reviewed literature indicated that, external pressure and use of external expertise are the most impacted factors which influencing adoption of ICT in tourism and hospitality sector. 

In the Tanzania context, Maarop and Omar (2015) carried out a study on adoption of e-commerce in Zanzibar. Based on descriptive analysis, the main factors were the level of computerization, ICT infrastructure and government support.These factors were found to have importance in regard to e-commerce adoption. These findings will be useful for government, business association and others who can utilize the research result for successful adoption of e-commerce. On the same note of e-commerce adoption, Kabanda  and Browns’ (2015) conducted a study among small and medium enterprises, using thematic analysis. The results indicated that availability of business resources, specifically business relationships with foreign companies of ICT, the use of interactive mobile technology and transitive arrangiments with consumers and suppliers, as well as the strategic use of mobile phones to avoid ICT-related challenges such as those associated with fixed line telephone and Internet-enabled desktop computing do influence SMEs adoption of e-commerce in Tanzania. On the other hand, Njau and Njuga (2015) conducted a study on mobile phone usage in micro enterprise in Moshi, Tanzania. By using semantic analysis, the findings indicated that there were few problems in using mobile phones usage by micro entrepreneurs. The study recommended that there is a need for increased awareness campaign on the use of mobile phones in business activities at the grassroots level. Network providers should improve network services in order to minimize the several network failures in communication. Similarly, there is a need to reduce mobile transactional charges so as to enhance micro entrepreneurs with consistent and affordable mobile phone services.

2.5 Research Gap 
Numbers of theories and empirical studies have been used to expose factors influencing the adoption of mobile money and related technologies among SMEs. Most of these theories such as the TOE framework were designed to fit larger enterprises in respect of adoption of modern technologies. Scholars such as Taylor (2015) have argued that ICT adoption in small and medium enterprises (SMEs) differs from that of larger organizations because of specific characteristics those SMEs posses. Given this argument, it is not clear whether these theories which were developed for larger enterprises should also be applicable to capture the unique characteristics of SMEs in the context of Tanzania tourism sector. Furthermore, most of empirical studies have used different indictor variables to measure the same construct of the theory in a different research setting. So, it is difficult to judge which item is most appropriate in the adoption of mobile money services among SMEs in the Tanzania tourism sector. 

On the other hand, most of the empirical evidence cited was obtained from  a different context. For instance Omigie, et al. (2015) conducted a study on SMEs acceptance of mobile broadband in Nigeria while Nugroho and Chowdhury (2015) conducted studies on mobile banking for the empowerment of Muslim women entrepreneurs in Indonesia and Bangladesh. Given the contextual difference, Wamuyu (2014) argued that the use of mobile money, mobile payments and other related mobile financial transactions in Africa and outside Africa vary from one country to another. He further advocated that this variation can be attributed to the level of technological maturity, a country’s level of social-economic development and the financial transactions ecosystem. Therefore, it is not clear whether the findings from empirical studies which were not done in the context can also be applicable in the context of SMEs in Tanzania tourism sector.

Further, despite the fact that most empirical studies were carried out in SMEs setting while some were carried out from SMEs operating in different industries, Tan, et al.(2012) in their study of  effects of type of industries on ICT adoption among Malaysian SMEs, the  findings suggested that SMEs across different types of industries do affect the strength of relationship between some predictor variables and different ICT adoption. This is due to the fact that each industry has unique operations which suggest unique application of technology. Hence, it is not clear which empirical studies done in SMEs setting across different types of industries can also be applicable in the setting of SMEs in Tanzania tourism sector. 

On the other hand, most of prior studies (Njau and Njuga, 2015; Kabanda  and Brown,2015)  did not perform construct validity test such as exploratory factor analysis and confirmatory factor analysis. Therefore, these studies have limited themselves in assessing the variable links as postulated by the theory. Very few studies have ascertained whether or not the relationships among the model variables are different from those proposed from that of the theory. Hence, it is not clear whether their findings are reflecting the reality of the relationship between construct of the theory and their underlying indicators as proposed in their studies.
Therefore, this study analyzes the factors influencing the adoption of mobile money services among SMEs in Tanzania.

2.6 Conceptual Framework, Operational Definitions and Hypothesess Development 







Figure 2.1  :  Conceptual Framework
Source: Literature Review, (2014) 
2.6.1 Operational Definitions for Dependent Variables 

Adoption of Mobile Money Services

 Chitungo and Munongo (2013) advocate that, the most mobile money services which are adopted by SMEs include savings, funds transfer, and stock market transactions. Additionally, Tiwari and Buse (2007) cited in Chitungo and Munongo (2013) indicate a variety of mobile financial services adopted by SMEs, including micropayments to merchants, bill-payments to utilities, business to business (B2B) transfers, business to person (B2P) transfers and long-distance remittances. On the other hand, Mbogo (2010) indicate that mobile banking is among the most recent financial channel which embraces the use of mobile payment technology for SMEs. 

Moreover, scholars such as (Shaikh and Heikki, 2014; Bagana and Muturi, 2015) generally measure the adoptions of mobile money services using indicator variables namely; checking account status, transferring money, making payments, or selling stocks. This supports the metric which was used to measure the level of adoption of  mobile money services by Ramdhony and Munien (2013) who argued that the most adopted mobile money services are communicating transactions, obtaining financial services and effecting payments. Similarly, Al Mashagba and  Nassar(2012) advocate that,  mobile devices provide financial information, providing communication and transactions such as checking account balances, transferring funds between accounts, and accessing other banking products and services from anywhere, at any point of time. Nayak, et al.(2014) argues that, SMEs interact with the bank via mobile phones and banks provide them the services like short message services, fund transfers, account details and issue of cheque book.

Hence, given the above empirical literature review, the most cited adopted services adopted in mobile money services are payment, money transfer, prompt payment, depositing, and saving.

2.6.2 Operational Definition of Independent Variables 
Technological Characteristics 
Zhu, et al. (2006) adopted compatibility and security as technology attributes for post-adoption of digital transformation of European companies. On the other hand, Aziz and Jamali (2013) pointed out that the perceived compatibility and perceived relative advantage are the technological attributes which are significant in driving SMEs adoption of electronic commerce. Musawa and Wahab (2012) used perceived benefit to measure technological characteristics in    studying the adoption of electronic data interchange technology. Hassan,et al. (2015) found that relative advantage, compatibility, and complexity from the technological context drive the adoption of computing among SMEs. Given this operational definition of technological attribute, this study posits the following hypotheses:
        Null H1a: Technological Characteristics have a positive and significant influence on SMEs adoption of mobile money services in Tourism.
      Alternative H1b: Technological Characteristics do not have a positive and significant influence on SMEs adoption of mobile money services in Tourism

Organizational Characteristics 
Al-Somali,et al. (2011)  demonstrated that organizational readiness in IT and  management support are good predictors of organizational adoption of ICT related technology in a business setting.  Vladimirov (2015) has shown that, organization attributes such as organizational readiness, managers’ attitudes, manager experience and the firm size are significant organizational attributes influencing SMEs adoption of mobile commerce. Mohamed, et al. (2008) in a study on e-commerce adoption pointed out that technological competence, firm size, firm scope, web technology investment, pressure intensity and back-end usage have significant influence on e-commerce adoption among SMEs. Nurhadi, et al. (2015) advocate that organizational readiness and management support have a significant effect on SMEs adoption of e-commerce. 

Hassan, et al..(2015) indicated that CEOs’ innovativeness, top management support, and technology readiness from an organizational context have a positive effect on SMEs adoption of cloud computing. Abdullah, et al. (2013), in exploring the common technology adoption enablers among Malaysian SMEs, indicated that internal factors and SME’s owner-managers characteristics have significant influence on technology adoption among SMEs. Rahayu and  Day (2015) based on their survey of  Indonesian SMEs, found that technology readiness, owners’ innovativeness, owners’ IT ability and owners’ IT experience are the main organizational attributes that influence Indonesian SMEs in their adopting e-commerce. Given this operational definition of technological attribute, this study posits the following hypotheses:
         Null H2a: Organizational Characteristics have a positive and significant influence on SMEs adoption of mobile money services in Tourism.
           AlternativeH2b: Organizational Characteristics do not have a positive and significant influence on SMEs adoption of mobile money services in Tourism

Environmental Characteristics 
Aziz and Jamali (2013), in studying factors influencing electronic commerce adoption among SMEs, found that buyer/supplier pressure, support from technology vendors, competition and information Intensity are main the environmental factors driving the adoption of electronic commerce. Brdesee, et al. (2013) discovered that government initiatives and industrial competitiveness were two prominent external environmental pressures promoting SMEs use of information systems. Bhattacharya and Wamba (2015) suggested that environmental characteristics such as competitive pressure, catalyst agent and value chain are important measures to be considered in e-commerce adoption studies. Zhu, et al. (2006) indicated that partner readiness and competitive pressures are contextual dimensions significantly driving e-business adoption in the European business environmental. Alshamaila, et al. (2013) identified innovativeness, industry, market scope, supplier efforts and external computing support as environmental pressure playing a significant role in SME adoption of cloud services. Given this operational definition of environmental attributes, this study posits the following hypotheses:
           Null H3a: Environmental Characteristics have significant impact on SMEs adoption of mobile money services in Tourism.







3.0   RESEARCH METHODOLOGY
3.1 Introduction
According to Goretti (2008), research methodology is a way of systematically solving a research problem. There are various steps that are generally adopted by a researcher in studying a research problem along with the logic behind each step (ibid). In this perspective, the pursuit of a research takes different methodological assumptions. These assumptions are related to the research philosophical paradigm, research approach, the research design, sampling design, data analysis and the instrument employed for solving a particular problem. The research methodologies for this study were chosen in order to address the study objectives relating to factors influencing adoption of mobile money services among SMEs in the Tanzania tourism Sector. The rationale for each choice is explained and discussed in terms of research philosophy, research design strategy, study area, study population, sample size selection and data collection tools. This section also provide for how the tools were developed and validated, the study variables and their operationalization, data analysis tools used and ethical consideration.

3.2 Research Paradigm  
Saunders et al. (2009) defines a paradigm as a set of shared assumptions or ways of thinking about some aspect of the world. This means that as researchers undertake particular inquiries, their beliefs and experiences influence how they view the environments and the world surrounding them. These experiences in turn influence how knowledge is created and the process by which it is developed. Within this context, the main objective of this study was to identify and analyze the factors influencing SMEs adoption of mobile money services. With this objective, the researcher adopted a pragmatic philosophical stance and used mixed methods of qualitative and quantitative approach. As postulated by Creswell (2009) pragmatists believe in an external world independent of the mind and the existence of different world views and assumptions and, therefore, chooses research techniques that best suit their purpose. The suitability of the pragmatism paradigm was based on the nature of the use of hypotheses and the uniqueness of the context in which SMEs operate. Both quantitative and qualitative approaches are valued by pragmatists and their application depends on the nature of the study. 

The current study was based on various theories from which a study model was developed and validated through empirical data. These kinds of research settings are deductive and comparatively positivistic in nature. In this sense, researching about the adoption of mobile money among SMEs in this study setting was better situated under positivism. It is observed that available theories fit the contexts of larger enterprises rather than small enterprises in western culture. Ghobakhloo, et al. (2012) and Kilangi (2010) argue that information system adoption by SMEs differs from larger organizations and tend to appear different in different geographical boundaries and time. This is due to unique characteristics of SMEs and environments in which they operate. Given the fact that positivism lack the power of in-depth explanation of social phenomena in natural setting due to its dependence of theory and empirical literature of prior studies, the interpretivism approach was used to address the limitation of positivism by allowing the researchers “to build rich local understandings of the life-world experiences of SMEs in tourism. The researcher started with intepretivism in order to capture the life world experience of SMEs in tourism context thereafter moving to positivism paradigm to develop a model and test the hypothetical relationship of the theory and empirical facts which capture the local context of SMEs in Tanzania. 

Pragmatism as aphilosophical assumption was used in this study. Both positivism and interpretivism   philosophy are used to collect and analyze data. The study adopted positivism as hypothesis and a model was developed and tested to explain the factors influencing the adoption and use of mobile money services in tourism. But before positivism was put to play, the interpretivism   philosophy was used to strengthen the quantitative phase by confirming if the variable established from the literature aligns with the context of the study and by establishment of supplementary information which were not captured by the literature to reflect the local context of SMEs in Tanzania tourism environment. Moreover, interpretivism was to provide clarification of relationships during the discussion of the findings. Thus, the study used the pragmatic philosophical stance and mixed methods (Creswell, 2009) focusing on  qualitative and quantitative approaches.

3.3 Research Design Strategies 
Determining an appropriate research strategy that best suits a research in hand is considered an important element in a research. It serves in establishing the credibility of the work. Saunders, et al (2009) pointed out that an appropriate research strategy must be based on research questions and objectives, the extent of existing knowledge about the subject area to be studied, the time span, resources availability and the philosophy underpinnings of the research. Based on this perspective, in this study, a mixed research strategy of case study and cross section survey were used in a sequential order from case study to cross section survey. 

Rowley (2002) advocate that, a case study strategy is the most flexible of all research designs strategy. It allows the researcher to retain the holistic characteristics of real-life events while investigating empirical events within an environment rich with contextual variables. As advocated above, the reason why the case study strategy was felt relevant in this study was the nature of SMEs in tourism sector. Such nature tends to have unique characteristics and operate using their own laws and regulations. Due to limited empirical evidence used in a study area focusing on mobile money services and SMEs in tourism sector, it was necessary to carry out a case study prior to the main survey. This was because the researcher had limited knowledge about mobile money operation in respect of SMEs in the tourism context. This means that the case study helped the researcher by providing a detailed picture of variables and how SMEs operate. This helped to refine the findings and basis of existing literature and to develop a questionnaire that could cover comprehensively the context of SMEs in the Tanzania tourism sector. According to Makena and Gekara (2014) a better understanding of the daily practice, norms, and patterns of mobile money allow the construction of better and more valid variables that can all be applied to inform traditional adoption models for advanced mobile services. To be able to get the real picture of tourism enterprises and factors relating to tourism enterprises and adoption of mobile money in Tanzania, the case study strategy required the gathering of information from the beginning of the study.

After the preliminary case study strategy, the survey method was used due to its suitability when seeking to establish causal relationships between variables and making inferences to the population (Robson, 1993). A survey is any activity that collects information in an organised and methodical manner about characteristics of interest from some or all units of a population using well-defined concepts, methods and procedures. It compiles such information in summary form. Scholars (Ronald, et al.2002; Nulty, 2008) have argued that a survey, gives the researcher the ability to describe, explore and analyze the relationships between a model or conceptual framework among larger geographically scattered subjects. In this study, the researcher’ main objective was to develop a model to test the relationships of factors within by using the data collected from larger and scattered population of SMEs in Tanzania tourism sector. In addition, due to scattered subjects in this study, it was difficult for the researcher to collect data from all three tourist regions involved in the study alone. Busha and Harter (1980) survey technique which leaves no room to influence the respondents’ answers seen to be the best way to reduce errors when research assistants are involved in data collection. 

Thus, this study used a case study at the early stage of the research in order to strengthen the survey used to collect quantitative data used for hypothesis testing. 

3.4 Study Area
In this study, data collection was undertaken in three tourist regions namely Arusha, Dar es Salaam and Unguja. These areas were selected because they form the hub of tourism activities in the United Republic of Tanzania. The heterogeneous tourism economic activities were considered as criteria of selecting these three tourist regions. Dar es Salaam was selected for it, is one of the important cities for both government and businesses engagements in the eastern part of the country.DSM is adjacent to the Indian Ocean which has considerable beaches and most of the tourist hotels are built along the Kinondoni and Kigamboni beaches. It is endowed with a variety of tourism attractions such as the National Museum, the Makumbusho Villages and is the biggest international entry point to Tanzania. More than half of the tourism arrivals pass through Dar es Salaam to other destinations, such as southern circuit, the northern circuit, and Zanzibar. Based on these activities it was necessary to include Dar es salaam in this study.

On the other hand, Arusha region is part of the northern tourist circuit neighboring Kenya. Arusha has national parks, game reserves and mountains all forming the most popular and accessible attractions in the country such as the Serengeti National park, Mount  Kilimanjaro, the lake Manyara National Park, Tarangire National Park and Ngorongoro Crater. Arusha has pleasant climate with a green environment suitable for most of the tourists’ activities.  The Arusha International Conference Centre (AICC) provides also venues for other international activities which on the other side support tourism activities. Hence, due to unique tourism attraction Arusha was also included in this study.
Zanzibar is a group of islands made up of Unguja and Pemba islands which is located in the Indian Ocean which forms part of the United Republic of Tanzania. The islands have sandy beaches and spices in nature. Zanzibar is popular for tourism due to its historical events which go back to the time when it was under the Arabs, the Portuguese, the Germans and finally the British. The region was also popular for harbouring the slave trade in East Africa in which the remains of the slave trade are among the most interesting tourist attractions. The majority of people residing in Zanzibar are Muslims. This forms an important attraction to tourists who like to know how is lam is observed. Zanzibar is also popular for organizing festivals such as the ZIFF Festival, Dhow Countries film festivals and Zanzibar Crastal musical festival. Zanzibar  tourism concentrates on cultural issues which differentiate it from other areas of tourism in Tanzania. Based on this, it is clear that all tourism activities in the islands focus on  Unguja island. Hence, Unguja was selected as a tourist site study. 

Due to the unique characteristic of these touristic areas   in Tanzania a number of studies by (Kilangi, 2010; Kamuzora,2005; Mwita,2014; Salim, et al.,2013) in ICT on SMEs have been conducted in these areas and help to justify that these areas are potential and qualify for conducting this study of factors influencing the adoption of mobile money services among SMEs in the Tanzania tourism sector.

3.5 Survey Population 
In most cases, a sampling design starts by identifying the target population. Scholars such as Kothari (2004) define a study population as the entire collection of cases or units about which the researcher wishes to make conclusions. The study population under this study comprised all SMEs in Arusha, Unguja and Dar es Salaam in the tourism sector in Tanzania. Kothari (2004), argues that a population needs to have common characteristics. Involvement in the tourism SMEs sector in Tanzania is the common characteristic of the population of this study. Identification of SMEs in this study was based on the definition of SMEs elaborated in Tanzania SMEs policy of 2003 (URT, 2003c).The list of the population for this study was constructed by the researcher from the Tanzania tour operators’ website (2013-2014).

SMEs owners, managers and employees from Arusha, Dar es salaam and Unguja were selected as key respondents of this study. The owners and managers of SMEs were targeted by the researcher because they are the ones who plan and provide resources to facilitate the adoption of any technology in tourism while employees are merely the main users of mobile money services in their daily business operations. In a number of studies (Kilangi, 2010; Ndekwa, 2016) ICT adoption in the tourism sector, owners and employees of SMEs have been used as the study population. This helps to justify that the population under study was suitable evidenced in a number of empirical studies. The researcher collected the required data and used it to test the hypotheses and for building the model based on qualified population.

3.6 Sampling Design and Procedures 
The sample for this study provided reliable estimates of the indicators for the variables of interest relating to the target population. Pertaining and reasonable margins of error are described in order to build a reliability edge of the research findings. 
 
3.6.1 Sampling Frame
The sampling frame for the study consisted a list of items from which the sample was  drawn (Kothari, 2004). In this study, a list of tourist enterprises in the three tourist regions obtained from Tanzania tour operators’ website. This was used to develop the sampling frame. As argued by Saunders, et al.(2009) when a list that suits a study is unavailable researchers can develop their own sampling frame based on existing lists after ensuring validity. In the case of this study, there was an available list of tour operators with their names and addresses. The national tour operators website was used by  the researcher to construct the sampling framework. All the enterprises engaged and licensed in the formal tourism business were taken from the database of the tour operators and the researcher used the database to construct the sampling frame as described in Table 3.1 below. From the database, the researcher developed a sampling frame which comprises 554 tourist enterprises. 

Table 3.1  :  Sampling framework










Source: constructed by researcher from the tour operator database
Even so, the database did not include the number of employees in the enterprises. As the focus of the study was SMEs, it was essential to select tourist enterprises that most likely employ up to 99 employees for the sampling frame. In order to ensure that the sampling frame is valid, expert opinion was sought based on the types of activities of the enterprises. Four experts that had been working in the tourism firms for more than five years. These were fully involved in the development of the sampling frame in order to align with the argument made by Saunders, et al. (2012) that a sampling frame should exclude irrelevant cases. In order for the sample to include, enterprises from the three tourist regions, representing different types of tourism activities and different life spans, the sampling frame was arranged systematically according to type of services or package and life span. This assisted the researcher to capture key factors influencing SMEs in adopting mobile money services. Moreover, empirical evidence by (Kilangi, 2010; Elly, 2010) assessed the validity of the sampling frame by comparing the number of items in the sampling framework for the current study. After ensuring the validity of the sampling frame the units of analysis were drown. According to Goretti,  (2008), the unit of analysis is the person or objects from whom the researcher collects data. In this study the units of analysis were owners, manager and employees of SMEs in tourism located in Arusha, Dar es salaam and Unguja.

3.6. 2 Sampling Techniques and Procedures





Table 3.2  :  Sample Size by Stratification





Source: Tanzania tour operator website (2014)

Table 3.2 shows the total number of tourist enterprises in each tourist region and the total for the whole study after stratification. From this sampling frame of 358 firms the unit of analysis was drawn. The unit of analysis from which the researcher collected data comprised the owner, manager and employees of SMEs tourist. Goretti,  (2008)argues that the unit of analysis are the persons or objects from whom the researcher collects data.

After dividing the population the representativeness of the sample then simple random sampling was applied to draw a sample from each strata. Therefore, the researcher incorporated simple random method in the quantitative phase as a basic sampling. This served as be a component of other more complex sampling methods and at the same  every object was given the same possibility of been selected and therefore reduced the chance of bias (\o "Kothari, 2004 #54").

 On the other hand, purposive sampling was used to select cases for the study. According to Saunders et al. (2009) purposive sampling is commonly used when selecting particular informative cases since they generate more learning. Six cases were selected purposively on the basis of their size, background in tourism activities and possibility of getting adequate information, in congruence with Yin’s (2003) case selection criteria.

3.6. 3 Sample Size
Determining sample size involves estimating the number of respondents that should participate in filling questionnaires and participating in interviews to produce stable and replicable findings in analysis. In the absence of the unit of analysis, the sample size used in this study in the quantitative phase was determined by the quantitative research design adopted, the data analysis techniques, and the number of variables included in the conceptual model. According to Hair et al. (2006) the number of respondents required for scientific analysis per variable in a quantitative method is estimated to be at least 10. There were 34 items in which for sample size of at least 300 respondents it forms a 1:10 ratio to achieve the required sample as suggested by (Hair et al., 2006). On the other hand, sample size depends on the estimation techniques used in structural equation modeling (SEM), the model complexity, the extent of missing responses, and the level of average errors of variance. When the sample size exceeds 400, the maximum likelihood estimation (MLE) technique tends to be sensitive to any small variation in the data (Tanaka and Huba, 1984). Given this limitation, the recommended sample size for SEM ranges from 150 to 400 respondents. As this study used SEM, the actual sample size of 358 respondents was calculated as in section 3.6.2 above and has met the required sample requirement for SEM . 

Based on this study the survey phase had a sample size of 349 while in a six case studies the sample size was 9 respondents. This makes a total number of 358 respondents for the whole research project. A sample size for this study enabled stable solutions, and the results were readily replicable and mets the criteria of data analysis technique (Hair et al., 2006).

3.7 Data Collection Tools
During data collection, interviews, questionnaires and documentary review were used. 

3.7.1 Structured Questionnaires 
A structured questionnaire, the sample of which is  attached as appendix II was used  to collect quantitative data for hypothesis testing and model validation. As argued by Kothari (2004) a structured questionnaire is mostly used to capture measurable data for statistical testing of the hypothesis of the study. In this study the specific objectives was to test the hypothesis  developed to determine the significance of influence of technological, organizational and environmental characteristics on SMEs adoption of mobile money services. Within this context, a questionnaire was considered suitable in survey situations as it offerd a standardized system of questions to collect measurable and factual data that classified specific groups and their circumstances in statistical characterization (Goretti,2008). Hence questionnaire was used in this study during the main quantitative survey due to its ability to capture relevant data in the field. 

3.7.2 Documentation 
Documentary data collection and review was used to provide support and give evidence of the data collected in a field. The use of documentary review methods refers to the analysis of documents that contain information about the phenomenon being studied (Bailey, 1994 cited in Mogalakwe, 2006). Documentation  was first used during the exploratory studies  in order to increase the level of in-depth insight by capturing data that was used to provide evidence of what was to be collected by means of interviews. Later, documentation review  was used to provide data interpretation, support and evidence to support survey data. Social scientists use documentary research to supplement and confirm information collected through social surveys and in-depth interviews (Mogalakwe, 2006). Thus, the use of multiple data sources in this study served to triangulate data (Saunders, et al., 2012) and enhance the quality and validity of collected data.

3.7.3 Interviews 
Interview schedules as attached as appendix III was used to collect initial data that assisted the researcher to prepare data collection instruments for survey and in elaboration of the quantitative findings. The use of interviews was considered important in this study at the preliminary stage as it is flexible to accommodate additional information and allow the capturing of contextual variables which are rich in in-depth insight of the natural setting under study. Goretti (2008) pointed out that interviews can generally be used to gather information for  greater depth and can be more sensitive to contextual variations in meaning. Therefore, interviews were used in a case study strategy and in exploration of variables to make concepts clearer and to advance existing theoretical considerations and so reflect the context of SMEs in Tanzania tourism sector. This helped to strengthen the questionnaire by confirming the variables established from literature and to capture supplementary variables in the social environment of the targeted population. 

3.8 Measurement of Variables
It is important to note that the selection of appropriate measurement scale to enhance reliability and validity of the measures depends on type of data analysis technique used to analyze a particularly model or conceptual framework. In this study linear factor analysis and SEM were used as data analysis tools. The use of linear data analysis is limited the researcher to use categorical variables in the model. Flora, et al. (2012) argues that a linear factor model is well-suited to the analysis of continuously distributed variables than categorical variable. This is because the parameter estimates may be biased and goodness-of-fit indices cannot be trusted when categorical variable are use in a linear factor analysis (ibid).Within this context, this study used continuous variables during model development and hypothesis testing. That, is the dependent variables and independent variables used likert scale to develop measurement variables. This was agreed with Flora, et al. (2012) points out that, the use of linear  model enhances reliability especially when a latent variable is measured by several other variables. 

Below in Table 3.3 the variables and their indicators and measurement was used in the study during the development of the conceptual framework are presented. 

Table 3.3   :  The Constructs of the Model
	Latent factor/Construct Variables	Manifest /indicator/ observedVariables	Measurement Scale
Dependent Variable	Adoption of mobile money services	Payments, money transfers, deposits, Link with financial services, prompt payment, transaction communication, cash management and withdrawal	likert scale
Independents Variables	Technology Characteristics	Perceived benefits, compatibility, ease of use, perceived cost, perceived security, ease to learn, mobility, information intensity, job performance, enjoyable, clear and understandable	likert scale
	Organizational Characteristics 	Management support, customer readiness, adequate infrastructure, owners innovativeness, employee readiness, nature of services, managers innovativeness, organizational readiness, organizational financial structure, company regulations 	likert scale
	Environmental Characteristics 	Regulatory, customer readiness, competitive pressure, market readiness, vendor support, national infrastructure, government support, industry readiness, business partners, supplier readiness, legal framework, electricity availability	likert scale
Categorical scaling was used for profiling SMEs characteristics as it is in table 3.4 below 
Table 3.4   :  Construct Characteristics of Small and Medium Enterprises 
Variable 	Measure 	Scale 
Firm size	Micro < 5 employeeSmall 5-49 employeeMedium 50-99 employee	ordinal
Firm age	< 5 Years Old5-10 Years OldAbove 10 Years Old	ordinal
Firm location	Arusha, Dar es salaam, Unguja	Nominal 
Experience 	< 5 Years5-10 YearsAbove 10 Years	Ordinal 
Owners gender	Male, Female, Both Male and Female	Nominal 
Adopter type	Adopter, non adopter 	Nominal 

3.9 Data Analysis
This study used both qualitative and quantitative data analysis. Data analysis was divided into two parts.

3.9.1 Data Analysis in Qualitative Phase
Data analysis focused on strengthening the survey results. From the five techniques of case analysis recommended by Yin (2003), namely pattern-matching, explanation building, times-series analysis, logic models and cross-case synthesis, only pattern matching and cross-case synthesis were used. This is because of their appropriateness to the type of data and to the specific objectives. First, pattern matching was used to analyze the case individual through the use of a case pattern-matching matrix (see chapter four). During analysis the themes were coded through Nvivo to identify issue fall a given category as elaborated below.Second, a cross-case analysis matrix was prepared to provide a general description of all cases. The cases were analyzed along thematic areas of the factors influencing SMEs adoption of mobile money services.   

Thematic data analysis technique was used in case analysis by using Nvivo software. Alhojailan (2012) points out that, thematic analysis is more appropriate for analyzing data when the researchers’ aim is to extract information to determine the relationship between variables and to compare different sets of evidence that pertain to different situations in same study. In this study at its beginning, the researcher aimed to confirm the variables borrowed from literature review in order to see if they align with the context and to establish new variables using sets of evidence pertaining to verbal response of the SMEs in interviews. On the other hand, thematic analysis was used to provide description of the variables. This means that thematic analysis helped to search for themes that emerge as being important to the description of the phenomenon and use verbal response theme clarification and elaboration (Fereday and Muir-Cochrane, 2006). It is a form of pattern recognition within  data, where emerging themes become the categories for analysis (Vaismoradi, et al.,2016). Braun and Clarke (2006) advocate thematic analysis as a useful and flexible method for searching for themes or patterns, and in relation to different epistemological and ontological positions.

NVivo.10 was used for analyzing data from the interviews. NVivo is a software package designed to assist in the analysis of qualitative data. It allows a researcher to arrange and compare text together and map out relationships in a diagrammatic form. The package can enable a researcher to rapidly and accurately analyze outcomes of research items such as questionnaires, transcripts of interviews and focus group discussions and others. NVivo 10 can also help analyze audio and video recordings as well as digitized pictures.

3.9.2 Data Analysis in Quantitative Phase




 Descriptive Data Analysis
Descriptive data analysis was undertaking by using frequencies and percent.  Leech, et al. (2005) argues that the use of frequencies and percentages is considered useful for profiling the characteristics of phenomena. In this study, frequency and percentage analysis were used in order to profile and gain an understanding of various firm characteristics which included firm location, firm age, firm experience etc. This helped to gain insights into the general characteristics of SMEs as well as other useful information on adoption of mobile money services. It also provides a picture of a sample in general which facilitates discussion of findings.

Multivariate Data Analysis 
In this study, hypothesis testing and examination of the significant effect of predictor variable was done using structural equation modeling (SEM). The suitability of SEM in this study was pointed by Hooper, et al. (2008) who asserts that, SEM has ability of incorporating observed (measured) and unobserved variables (latent constructs) while traditional techniques analyze only measured variables. In the current study, the hypothesis was designed using latent variable technological characteristics, organizational characteristics, environmental characteristics and mobile money adoption. These latent variables are measured by the number of indicator variables (observed variables) in the model. Having the nature of this two kinds of variables namely observed and unobserved variable in the conceptual framework of the current study, SEM was a suitable method for analyzing this kind of model. This was also supported in a study by Oke, et al. (2012) who supports the use of a collection of measured variables to represent latent theoretical constructs more realistically than a single variable.

On the other hand, SEM  allows making use of several indicator variables per construct simultaneously, which leads to more valid conclusions at the construct level (Byrne, 2010). In this study four constructs namely technological, organizational, and environmental characteristics and mobile money were developed with several indicator variables. Within this context, using other methods of analysis would frequently require several separate analyses. In doing so, the variances and covariances of all the observed variables are not factored in systematically (Hooper, et al., 2008). Hence other methods of analysis would often result in less clear conclusions, and/or would require several separate analyses.

On the other hand, structural equation modeling allows a set of relationships between one or more independent variables and one or more dependent variables for completeness, and simultaneous tests of all the relationships between constructs (Byrne, 2010). In this study, the three hypotheses were developed in the conceptual framework and analyzed simultaneously to determine the significant relationship. This was possible because, in contrast to ordinary regression analysis SEM considers several equations simultaneously. This means that the same variable may represent a predictor (regressor) in one equation and a criterion (regressand) in another equation. SEM is usually used because it permits the measurement of several variables and their interrelationships simultaneously. It is more versatile than other multivariate techniques because it allows for simultaneous, multiple dependent relationships between variables.

Further, SEM was also considered important in this study due to its ability to perform confirmatory factor analysis test whether the measurement of each latent variable is psychometrically sound. This means that, if error in relationships found during SEM is estimated and removed, which only leaves the common variance behind, making the reliability of measurement explicit and relationships free of measurement error (Oke, et al., 2012). The reasons include, it takes a confirmatory rather than an exploratory approach provide explicit estimates for measuring errors that traditional multivariate procedures are incapable of either assessing or correcting. Therefore, conclusions about relationships between constructs are not biased by measurement errors, and are equivalent to relationships between variables of perfect reliability. SEM is also preferred because of its ability to construct latent variables (variables which are not measured directly, but are estimated in the model) hence helping to explicitly capture the reliability/unreliability of measurement in the model, which in theory allows the structural relations between latent variables to be accurately estimated.

On the other hand, SEM resolves problems of multicollinearity. Multiple measures are required to describe a latent construct (unobserved variable). Multicollinearity cannot occur because unobserved variables represent distinct latent constructs (Hox and Bechger , 2012).

Despite of the suitability of SEM in this study, it is often seen as complicated and difficult to understand. The requirements in sample size appear vague and the interpretation of the results should be labeled handle with care (Hox and Bechger , 2012).This means that, it  requires an appropriate sample size in order to produce reliable and stable estimates. In order to achieve this, sample size was selected which was adequate to produce stable results. Similarly linear structure equation modeling is limited only to the use of continuous variables. This was indicated in Hooper, et al. (2008) who advocates that linear SEM is strictly applicable only when the manifest variables are scaled which is a serious limitation in social sciences where the variables are often categorical. In order to align with this limitation, this study developed a conceptual framework with only continuous variables and has excluded all categorical variables from the original theory. 

3.10 Validity and Reliability of Data
In any research project, whatever research methodology is adopted, validity and reliability issues have to be considered as they are tests of the trustworthiness of the measurement instruments used in research (Eeva-Mari and Lili-Anne,2011). To ensure validity and reliability of this study, both qualitative phase and quantitative methods took care of their validity and reliability as described below.
3.10.1 Validity of the Study
Validity refers to the extent to which a measurement instrument measures what it aimed to measure (Drost, 2012). In this study to ensure that the measurement instrument measures what it aimed to measure, both instrument for qualitative and quantitative were considered.
3.10.1.1 Validity in Qualitative Phase 
Scholars have proposed criteria to be used in the qualitative paradigm to ensure trustworthiness of data.These criteria include credibility, transferability, and conformability (Golafshani, 2003; Morse, et al., 2002). 

Credibility
Morse, et al. (2002) defined credibility as related to whether the research findings capture what is really occurring in the context and whether the researcher learned what he or she intended to learn. Scholars (Maxwell, 1992; Kuzmanić, 2009) have suggested several strategies to establish credibility, including triangulation, continues engagement, member checks, and peer review. 

To ensure credibility in the current study, the researcher developed an early familiarity with the culture of participating organizations before data collection dialogues took place. This was achieved via consultation of appropriate documents and preliminary visits to the organizations themselves. On the other side, triangulation was used which involved the use of a wide range of informants and the use of different methods in concert compensates for their individual limitations and exploits their respective benefits (Kuzmanić, 2009). The use of wide range of informants assisted the researcher to assess and verify individual viewpoints and experiences against others and, ultimately, a rich picture of the attitudes, needs or behaviour of those under scrutiny may be constructed based on the contributions of a range of people. The researcher also involved prolonged engagement by visiting and communicating with participants to establish trust and get a rich understanding of the organization during and after data collection. 

Further, the researcher used previous research finding to ensure credibility. As argued by Maxwell (1992) the use of previous related research findings help to ensure the credibility of the research by assessing the degree to which the research results are congruent with those of past studies was also done. On the other hand, opportunities for scrutiny of the project by colleagues, peers and academics was done and welcomed, as advocated by Kuzmanić (2009) that there should be a feedback offered to the researcher at any presentations (e.g. at conferences) that are made over the duration of the project. He adds that member checks helps in providing the study’s participants with the data or interpretations of the results so that they can verify their accuracy based on their experiences. A peer review entails having an external qualified researcher to examine the research processes and data interpretations. This was also done.

Transferability
Transferability is related to whether the findings are germane to similar contexts (Morse, et al.2002). Since the findings of a qualitative project are specific to a small number of particular environments and individuals, in this study it was necessary to demonstrate that the findings and conclusions are applicable to other situations and populations by citing authorized empirical evidence. The researcher demonstrated that the findings from this case study are similar to other contexts by comparing and citing relevant empirical findings done in Tanzania, East Africa, Africa and worldwide.  
Conformability
Morse, et al. (2002) recommended that steps must be taken to help ensure, as far as possible, that research findings are the result of the experiences and ideas of the informants, rather than the characteristics and preferences of the researcher. To address this, Kuzmanić (2009) suggested the use of the role of triangulation in promoting such confirmability to reduce the effect of investigator bias. In this study to ensure confirmability, the researcher used secondary information to justify that the findings were the results of the experiences and ideas of the informants. On the other hand, the wide range of informants and member check were used to ensure investigator bias is reduced. 

3.10.1.2 Validity in Quantitative Approach 
According to Greener (2008) a test is said to be valid if it measures what it claims to measure. In this case validity is taken to mean ‘the determination of whether a measurement instrument actually measures what it is purported to measure’. Sobh and Perry (2006) postulated  different kinds of validity namely content validity, construct validity and criterion validity that a number of scholars normally use them to ensure validity in their studies. 

Content Validity
Content validity considers whether or not the items on a given test accurately reflect the theoretical domain of the latent construct it claims to measure (Morse, 2002). It help to determine whether a tool appears to others to be measuring what it says it does. In this study to ensure content validity,  pilot study of survey instrument was done to determine and insure that the items on a given test accurately reflect the theoretical domain of the latent construct it claims to measure. Expertise in the adoption studies and few respondents used as a sample population  helped the researcher to strengthen the data collection instruments by validating their coverage in the theoretical domain. 

Construct Validity
In research, construct validity of a measure is directly concerned with the theoretical relationship of a variable to other variables. Mello and Collins (2001) defined construct validity as the extent to which a measure ‘behaves’ the way that the construct it purports to measure should behave with regard to established measures of other constructs. According to Cohen (1979), if testing for construct validity, one should examine the scale being used by means of convergent, discriminant and nomological testing of validity. 

Convergent validity is concerned with whether a test is similar to those to which it should theoretically be similar (ibid). To ensure convergent validity, Falk and Miller (1982) recommended a loading in measurement model to be at least 0.55 which explains at least 30% of the variance in the variable. In this study all loading achieved the minimum recommendation by Falk and Miller (1982) as indicated in chapter four figure 4.6 .On the other hand, Fornell and Larcker (1981) recommended the use of average variance extracted (AVE) in testing the convergent validity of the model.  Table 3.5 below shows that all AVE values were above the recommended value of 0.5 (ranging from 0.5 to 0.852), thus demonstrating adequate convergent validity.

Discriminate validity was also assessed in this study in testing the construct validity. Discriminate validity is the extent to which a given scale can be distinguished from other scales which are measuring different concepts or traits. Discriminate validity was assessed by comparing the AVE of each individual construct with the shared variances between this individual construct and all of the other constructs. A higher AVE than shared variance for an individual construct suggests discriminate validity (Fornell and Larcker, 1981). Table 3.5 shows the inter-construct correlations of the diagonal of the matrix. A comparison of all of the correlations and square roots of the AVEs on the diagonal indicated adequate discriminate validity. 

Lastly, nomological validity is tested by relating measurements to a theoretical model that leads to further deductions, interpretations, and tests (Spiro and Weitz, 1990). To assess nomological validity one should have all standardized coefficients as significant values greater than 0.2.In this study at the measurement model all had standardized coefficients with a significant values greater than 0.2.

Table 3.5  :  Composite Reliability, Convergent and Discriminant Validity 

Source:   Field Data (2014)

Table 3.5 shows that all variables had a composite reliability (CR) greater than 0.60 and they had scored AVE value greater than 0.4 which is recommended by Fornell and Larcker (1981) that an internal consistent of any variable should score at least an composite reliability p-value of 0.60 .

Criterion Validity




3.10.2.1 Reliability in Qualitative Research
In addressing the issue of reliability in qualitative data, dependability which is based not on whether particular findings can be reproduced by another researcher but rather whether they are reasonably based on the data collected.

In order to address the dependability issue more directly, the processes within the study was reported in detail, thereby enabling the future researchers to repeat the work, if not necessarily to gain the same results. Thus, the research design may be viewed as a “prototype model”. Such in-depth coverage also allows the reader to assess the extent to which proper research practices have been followed. In order to enable readers of the research report to develop a thorough understanding of the methods and their effectiveness, the text should include sections devoted to the research design and its implementation, describing what was planned and executed on a strategic level; the operational detail of data gathering, addressing the minutiae of what was done in the field;  reflective appraisal of the project, evaluating the effectiveness of the process of inquiry undertaken.

3.10.2.2 Reliability in Quantitative Research
According to Ellis and Levy (2009), reliability is the degree to which measures are free from error and therefore yield consistent results. On the other hand, Golafshani (2003) pointed out that, reliability is the extent to which results are consistent over time and an accurate representation of the total population under study is referred to as reliability and if the results of a study can be reproduced under a similar methodology, then the research instrument is considered to be reliable. 

Kirk and Miller (1986) cited in Golafshani (2003) identified three types of reliability referred in quantitative research, which relate to: (1) the degree to which a measurement, given repeatedly, remains the same (2) the stability of a measurement over time; and (3) the similarity of measurements within a given time period.  Because reliability is consistency of measurement over time or stability of measurement over a variety of conditions, in order to measure repeatability, or stability-over-time, Scholar Zikmund (2003) suggested the use of test-retest method which advocate that, the same scale or measure be administered to the same respondents at two separate points in time. However, test-retest procedures may not be useful when participants may be able to recall their previous responses and simply repeat them upon retesting (Drost, 2012). For instance, when the interval between the first and second test is too short, respondents might remember what was on the first test and their answers on the second test could be affected by memory. Alternatively, when the interval between the two tests is too long, maturation happens. Based on the above argument, in this study in order to insure the repeatability of the data collection instrument, the researcher conducted an exploratory study and pilot study before the main survey in order to insure that the instrument capture the context variable and use the language which is clear to the targeted respondents which had increased the suitability of data collection instruments. 

On the other hand, the researcher used composite reliability to assess the internal consistency of the variables. Internal consistency measures the degree within the instrument and questions  how well a set of items measures a particular behaviour or characteristic within the test. Internal consistency is also known as scale homogeneity, in other words, the ability of items in a scale to measure the same construct or trait. In the analysis a p-values above 0.5 are considered significant while the coefficients that range from 0.6 and above are considered more acceptable in scientific research although lower p-values can be used as well and accepted (Tabachnick and Fidell, 1996; Hair et al,. 2003). The Composite reliability (C.R) p-values>0.5 was obtained in the current study as indicated in table 3.5 which  meet this rule of thumbs and thus shows that the items used measures what it is purported to measure. As argued by Fornell and Larcker (1981)  an internal consistent of any variable should score at least an composite reliability p-value of 0.60. Otherwise, low composite reliability p-values of equal or less than 0.5 suggests a lack of internal consistency of the measures, with items measuring different things for a given factor. 

Validity and Reliability Issues in Exploratory Factor Analysis
To test sample adequacy for exploratory factor analysis, the Kaier-Meyer-Olkin (KMO) was used to test sample adequacy. For the KMO statistic Kaiser(1974) recommends a bare minimum of .5 and that values between .5 and .7are mediocre, values between.7and.8 are good, values between.8 and.9 are great and values above.9 are superb. For these data the overall value for KMO is .753, which falls into the range of being good as indicated in table 3.6 below. So one should be confident that the overall sample size was adequate for factor analysis in this study. On the other hand, sample adequacy for individual variable could be measured study by using anti image correlation matrix as indicated in table 3.7.

The Kaier-Meyer-Olkin (KMO) values for individual variables are produced on the diagonal of the anti image Correlation matrix. The Kaier-Meyer-Olkin value was above .5 for all items as indicated on the diagonal of the anti image Correlation matrix in table 3.6  which is well above the recommended threshold of .5 (Kaiser, 1974 cited in Matsunaga,2010).With this KMO value the researcher is confident that the sample size for all items and for overall  was adequate for factor analysis in this research.
Conversely, the bartlett’s test results as indicated in table 3.6 helped to measure the null hypothesis that the original correlation matrix is an identity matrix. A significant test tells  that the matrix is not an identity matrix which provides evidence that, there are some relationships between the variables we hope to included in the analysis. For such data, Bartlett’s test is highly significant (p<.001) which justify some relationships between the variables exist in correlation matrix which support to include the items found in the correlation matrix for the exploratory analysis. Hooper (2008) argues that bartlett’s Test of Sphericity reached statistical significance indicating the correlations were sufficiently large for exploratory factor analysis. Hence table 3.6 with p<0.001 help to justify that there are correlations in the data and are appropriate for factor analysis.

    Table 3.6  :   Kaiser Meyer Olkin and Bartlett’s Test


    Table 3.7  :  Ant-image correlation matrix


   Table 3.8  :  Summary of Validity and Reliability in Exploratory Factor Analysis


After a summary of validity and reliability in exploratory factor analysis, below is a summary of validity and reliability evaluation table for confirmatory factor analysis as depicted in table 3.9 below.
Validity and Reliability Issue in Confirmatory Factor Analysis

Table 3.9  :  A Summary of Validity and Reliability at Confirmatory Factor Analysis
Validity component	Technique used	Heuristic/de facto standards	Study model validation
Discriminantvalidity	CFA as usedin SEM	GFI>.90, CFI>.90,AGFI>80, AVE>share AVE	GFI=.949 , AGFI=.918CFI=.949, See figure 4.7AVE>share AVESee Table 3.5
Convergentvalidity	CFA as usedin SEM	GFI>.90, CFI>.90,AGFI> .80, AVE at least 0.5	GFI=.949 AGFI=.918CFI=.949 ,See figure 4.7 AVE are 0.5 and aboveSee Table 3.5
Reliability(Internal consistency)	Composite reliability(C.R)	All C.R p-value > 0.6  or 0.7	p-value are above 0.6 c.f table Table 3.5
Content validity	Literature Review,Expert panels	Higher degree of consensus	Study instrument reviewed and consider experts opinion, pilot tested
Nomologicalvalidity	SEM	Standardize pathCoefficients	All standardized coefficients havesignificant valuesgreater than 0.2
Predictive validity	SEM	Explained variances inthe .40 range or above are desired	Achieved for all unobserved variable 
Straub et al., 2004; Tabachnick and  Fidell, 2007; Nelson and Ghods, 1998; Hoe, 2008)  cited in Elly (2010) for the heuristic/de facto standards in relation to SEM.


3.11 Ethical Issues and Consideration 
According to Kombo and Tromp (2006) ethics are norms or standard of behavior that guide moral choices about behavior and relationships with others. In general, the goal of ethics in research is to ensure that no one is harmed or suffers adverse consequences from research activities (ibid). This means that, the researcher must obtain the participants’ voluntary consent, how confidentiality and privacy issue were address in conducting the research, how the relationship between the researcher and participants is built and how the information collected for the entire research is treated.

In recognizing the ethical issue in this study, the researcher obtained the relevant data clearance letter (as attached at appendix vi)   from the Open University of Tanzania granting permission to undertake relevant data collection. After obtaining the clearance letter, the researcher started data collection by brief the respondents on the benefits of the study as well their rights and protection. With this view all respondents participated voluntarily. Greener (2008) asserts that it is important to obtain voluntary consent from participants. He further noted that the participants need to be informed about the purpose of the research and informed why the research is being conducted and for whose benefit. 

The researcher ensured that respondents understood the purpose of the research, is to fulfill academic work requirements and to contribute towards improvement of money transfer services in Tanzania tourism sector. This study was conducted in private companies involved in tourism which compete in the business. In order to ensure confidentiality researcher assured the respondents that the data collected was for academic work only and would not be used for any other purposes. 

















4.0   FINDINGS OF THE STUDY
4.1 Introduction
This chapter presents the findings of the study. First, it starts by presenting the data presentation and analysis of characteristics of the sample, firms and other descriptive statistics supporting description of the firms under study. Second it presents findings from case study. The aim of the case study was to conduct in-depth analysis of the factors influencing SMEs adoption of mobile money services. In so doing the case study supplemented the survey results in order to build insights and to support the final analysis of survey results. Finally, this chapter presents the analysis from survey by performing confirmatory factor analysis and thereafter by testing the hypothesis developed under study.

4.2 Sample Distribution 
In terms of sample distribution, the researcher aimed to understand the nature and characteristics of the respondents and of the firms approached for data collection. It reports the descriptive results which helped the researchers to inform about the fundamentals of the firms under study and to build insights about mobile money services in supporting the final analysis of data collected. This study focused on tourist firms in relation to mobile money services, for the purpose of improving the services. Given this need, this section composed of two parts one is respondents sample distribution and the second is on the firm sample distribution 
4.2.1 Respondents’ Distribution 
The respondents’ distribution was an important part in the research because it provided a picture of those who participated in the research and helped to indicate the proportion and representation of each unique characteristic of the group of respondents which could affect the outcomes of the research. This study considered the respondent gender, education levels, management experience and age of the respondents.

4.2.1.1Respondents’ Distribution by Gender 
In this study both males and females who were employees or owners of SMEs in the tourism sector were involved as summarized in Table 4.1. Among the 358 respondents contacted, 46.9% were male, and 53.1 % were female. Despite the fact that number of female respondents were slightly higher than male respondents, the proportional of the percent above indicated that there was at least equal representation of gender in the process of data collection.

Table 4.1  :  Respondents distribution by Gender




Source: Field Data (2014)

4.2.1.2 Respondents’ Distribution by Education Level
Table 4.2 below shows respondents’ distribution by level of education. Among  the 358 respondents contacted 1.7% respondents were holders of primary education, 27.1% were secondary education holders, 30.1% were holders of certificate/diploma, 33% where holders of bachelor degree and 7.1% were holders of postgraduate degrees. The majority of the respondents were educated. This is due to the fact that in the tourism sector, the main language used is English and other foreign languages to support tourists. Hence, most of employees who were recruited by SMEs had a good level of education to help support the tourists and tourism functions. 

Table 4.2  :  Respondents Education Level









4.2.1.3 Respondents’ Distribution by Management level
In this study, it was considered that each management level plays a big role to support adoption of mobile money services among SMEs as suggested by (Wamuyu, 2014). Table 4.3 below shows the distribution of the respondents on the basis of their level of management in their organizations. Among the 358 respondents contacted 19.8% respondents were business owners, 26.0% were of managers/supervisor position in SMEs and 54.2 were regular employees of the SMEs. These findings indicate that at least each level of management were contacted in the research hence the findings cover data from each level of role playing in the tourism. 

Table 4.3  :  Management level





Source: Field data (2014)

4.2.1.4 Respondents’ Distribution by Age 
The importance of profiling the age of respondents has been evidenced by Setiowati, et al.(2015b), their study of the impact of age, penetration, and environment of  communication technologies on adoption predictors. In this study, Table 4.4 below shows the distribution by age of the respondents. Among 358 respondents contacted, 26% were aged between 18-27 years, 25.4% were aged between 28 – 37 years, 18.4% were aged between 38 – 47 years and 14.2% were aged between 48 – 57 years, 8.7 % were aged between 58-67 and 7 % were aged above 67 years. The majority of the respondents are in the aged between 18 and 40 years. This means that majority were economically active.
Table 4.4  :  Respondents Age







	Total	358	                                    100.0
Source: Field data (2014)


4.2.2 Firm Sample Distribution 
This area presents the findings on various firm characteristics such as firm distribution by location, Firm age, Firm size, owner’s gender, and firm experience of using various mobile money services. Scholars have justified the influence of firm location, firm age, firm size gender and experience on adoption of emerging ICTs (Tornatzky and Fleischer, 1990). As in this study these variables were used to ensure that in the process of data collection the researcher had included all unique characteristics of SMEs in the tourism sector.

4.2.2.1 Firms Distribution by Business Location 
The study covered firms from three regions namely, Arusha, Dar es salaam and Unguja as summarized in Table 4.5. The findings show that the majority of the firms involved in the study were located in Arusha, followed by Unguja and Dar es Salaam. The findings were supported by Elly (2010) who argues that Arusha and Unguja represent the prime tourist attractions in Tanzania and have the largest number of SMEs. 

Table 4.5  :   Business Location





Source: Field data (2014)


4.2.2.2 Firm Distribution by  Age in business 
Venkatesh, et al. (2003) argues that firms with different ages tend to behave and react differently toward technologies. In the current study in Table 4.6 , 35.2%  were firms of less than 5 years, 42.5% firms with 5 to 10 years and 22.3% of over 10 years. The proportional of distribution indicates that firms of different ages were involved in the study.

Table 4.6  :  Age in Business
	                   Frequency	                 Percent                                     




Source: Field data (2014).

4.2.2.3 Distribution of Firms by Owners’ Gender 
In this study it was necessary to consider owners’ gender during the data collection process. This is due to the fact that most prior studies have evidenced that gender influences the adoption of ICT and at the same time moderate the relationship of the factors influencing adoption of ICT (Venkatesh, et al. 2003). Gender was measured in terms of business ownership as being either male or female and both male and female for those firms which are under partnership of both gender. The  finding are shown in Table 4.7 which indicate a significant representation of gender were male comprising of 33.5%, female comprised of 27.7% followed by both male and female(joint ownership) comprised of 38.8%. These findings shows that males slightly dominate the ownership of businesses but in general both gender were well represented .

Table 4.7 :  Owners’ Gender
	Frequency	Percent
	Male	120	                               33.5
	Female	99	        27.7
	Both Male and Female(joint ownership)	139	      38.8
	Total	358	                              100.0
Source: Field data (2014).

4.2.2.4 Firm Distribution by Size of Business
In this study firm size is represented by the number of employees. This information was easy and less complicated to collect and analyze. Elly (2010) argues that the number of employees is an important factor in business studies in measuring firm size since other criteria such as the size of the capital could be difficult to establish. Given this situation, it was necessary to use the number of employees to segregate enterprises based on their size as illustrated in Table 4.8. It is well indicated that firms in term of size were distributed well in this study despite the fact that small enterprises were slightly higher in number than micro and medium size enterprises.

Table 4.8  :  Firm Size
	Frequency	                                                   Percent




Source: Field data (2014)

4.2.2.5 Firm Distribution by experience in using mobile money services 
A large proportion of the firms surveyed had less than 5 years experience in using mobile money services, followed by those with 5-10 Years experience and above 10 Years experience in that order as indicated in Table 4.10. These findings suggest that firms with less than 5 years slightly dominate the business in tourism, but in general both firms in terms of experiences were well represented in this study.

Table 4.9  :  Experience of Using Mobile money services
	Frequency	Percent
	Less than 5 Years	180	                              50.3
	5-10 Years	132	                             36.9
	Above 10 Years	46	                             12.8
	Total	358	                              100.0
Source: Field data (2014)


4.3 Findings from Case Studies 
4.3.1 Introduction 
The main aim of the case study approach was to do an in-depth investigation of the factors influencing SMEs adoption of mobile money services in tourism sector. In so doing, the case studies complemented the survey results. This strengthened the conclusions on factors influencing adoptions among SMEs in the tourism sector. The case studies involved SMEs  operating in tourism sector. Five of the cases were tour operators and one was a car rental.  The cases were selected based on size, background on operation and possibility of getting adequate information, which is in congruence with Yin’s(2003) case selection criteria. Data was collected through semi-structured interviews with the owners and employee of the business. 

In this study, pattern matching and cross-case synthesis were used out of the five techniques of case analysis (Yin, 2003). First, the cases were analyzed individually through a case pattern matching matrix. The patterns were related to the factors influencing SMEs adoption of mobile money services. The case study subjects were asked questions about their motive to use  mobile money services and their key influencing factors. This was followed by cross-case synthesis to analyze the cases and draw conclusions. 

This section summarizes the analysis of the case studies. It presents a summary of six cases followed by discussion and conclusions based on Nvivo 10 software.  

4.3.2 Summary of the Case Studies on Factors Influencing SMEs Adoption of MMS 
4.3.2.1 CASE A: Tour Operator & Agent 1
Tour Operator & Agent 1 was one of the most reliable tour operators and Travel agents based in Tanzania. The business is sole proprietorship, owned by James Joseph and is located at Buguruni, in Dar es Salaam. During peak tourism season, it employs up to 20 workers on a contractual and some on permanent basis. James is in charge of running the business.

His desire to embark on mobile money services came about after his of Kenya. He said, “In my tour with my family in Kenya, I found one of the tour operator using mobile services and I was very impressed. This motivated me to re-think about my own business”. At this point he met a successful tour company in Kenya and got inspired to start using mobile money services. After getting this new idea, he convinced his employees to start using mobile money services. One of the motives for him to start using mobile money was to take advantages of global customers and to have more time to look on increasing global transaction. 

He initially, started using online transactions through his laptop which was encouraging and enabled him to immediately shift from domestic marketing to global marketing. In May, 2005, he managed to serve 4 global tourist customers. Along technological transformation which took place in 2008 from computer/laptop finance to mobile phone financial services, he managed to digitize a large part of his business operation through his phone. In 2010, with expansions of his business, he managed to serve more than 20 global tourist customers. He said “ the mobile phone has enabled my company to transact with foreign tourists day and night without visiting the bank which has increased the number of transactions and firm growth”. Through managing mobile online transactions through his phone, James Company is now a sister company to Aba Hotels in Tanzania and framed purposely to serve all travelers choosing to travel to Tanzania.

Such an achievement was possible through the use of mobile money services at different stages of the business. He further advocates that, “before I started using this services, my company; main customers were domestic tourists and only a few global tourists whom I received  via larger tourist companies to assist them”. He further explains that, “Without online transaction on phone it was difficult for my business to transact with foreign tourists efficiently”. He went on to say “In tourism business you do not make any transactions with potential foreign tourist customers before adopting the use of online transaction which is efficiently operate in mobile services”. This is because foreign tourists pay for their tours while in their countries before their visit. Due to differences in world time zones with their customers, mobile money was important for immediate responses which enable promptness of any transaction even at a midnight in our country which is daylight in others countries. He said “For tourists to trust our company, we need to make immediate response to their request and transaction which is possible only through mobile money services”.  He further said “In any tourism business, we focus heavily on availability of services, speed and cost”. This was easy for James because mobile money by its nature offers a solution to these challenges since its service is available in wallet which tend to allow instant delivery, direct delivery to the receiver from the sender without having to visit banks premises and it offers low costs per transaction. Thus, the influence of mobile money adoption was changed as he was more motivated to exploit tourist opportunities. 

4.3.2.2 CASE B: Tour Operator & Agent 2
Tour Operator & Agent 2 is a small, experienced African safari company that began in 1995 in Arusha, Tanzania. It is a family owned business, where John and his son are involved in its operation. John had been working with one of the tour operators for five years before he started his business in 1995.At that time he had opportunities to meet with foreign tourists and to network with some tourist companies in the US. In 1995, he decided to run a tour operator business, he got space in Arusha and started his business. 

While planning to start the business, John’s main target was to serve potential foreign tourists. “Foreign tourists were my potential customers for business sustainability”. However, it was difficult to get foreign tourists customers without the use of ICT for communicating financial transactions. He discloses that “It was difficult to serve foreign customers through offline means. Offline is not compatible with tourism business and it offers no opportunities to access foreign tourists”. At the start up of the business, he decided to use mobile internet which enabled him to perform online transaction with foreign tourists and increased his business productivity. He said “having mobile internet has enabled our business to serve our customers even when we were at home or any where we could respond to an immediate request”. The business through mobile internet become strong and things started running smoothly. He said that, “transactions with suppliers of services and customers also started providing benefits”. He further advocates that “we now have good relations with our customers and suppliers”. In addition, through mobile internet, John managed to transact and create a strong relationship with business partners. He asserts that “being able to transact on mobile internet, the business has expanded the relationship with our partners simply because now we are able to respond and make transaction quickly and anywhere”. 

His son was a key player in linking the firm with financial institutions and other partners through the use of mobile phone technology. His son said”…the convergence of mobile phone and internet services through banks and telecommunication has provided prominent structure for online transactions and immediate response to customers”. With this connection, the companies have grown over the years and in 2001, he established an international sales and booking operations in the US; in 2012 he expanded to Canada. 

Thus, the influence on adoption and continues use of mobile money services grows much when the firms takes the advantage of internal operations and firm abilities to exploit international tourism opportunities.

4.3.2.3 CASE C: Tour Operator & Agent 3
Tour Operator & Agent 3 is a small business located in Arusha and is owned by Witness Selemani, born and raised in Tanzania. She graduated in 2002 with a Diploma in tourism Management. In 2003 she joined the Amazing safari as a tour guide. In 2007 she got married to Sebastian who is a receptionist in one of the tour companies in Arusha. In 2009 when the world economy started declining, she realized that her salary was not enough to sustain her family.  This was a pushing factor for Witness to start her business.

After discussing his idea with her husband, they thought of starting tour a operator business. At that time she had good relations with tour partners abroad and some of tourist through her former employer. She said “I was comfortable to start my own business. This is because I had a good network with tour partners abroad who I can work with to secure potential tourist customers”. However, her first plan was not successful because she was not connected to online transaction and was not registered to own mobile credit card which could assist her business to pay online the visitation fees for their customer in national park. She said “despite the connection to tourist customers through our partner abroad, we failed to perform transaction with them due to poor technology .We had no credit card that could permit our business to pay visitation fees for our tourist customers in a national park”. After joining in mobile transaction, they started getting business opportunities from their partners. In her own words, “we are now able to receive payment from our partners and view it within our business premise or at home and respond to it immediately even at night”. On the other hand, her company connection with TANAPA mobile credit card has enabled her company to pay visitation fees for their foreign visitors even in national park without going to the bank. She said “we no longer go to the bank to pay visitation fees for our customers. Every payment is done in the national park using mobile credit card”. 
The connection with mobile services was very important for the growth of the business. She said “When I joined mobile money, my business life changed as it gave me a lot of exposure”. She discovered that the mobile technology does not require training and technical expertise. In her own words she advocates that, “Since mobile phone offers enough financial services and every person can operate, in our business we do not require employee with high skills to operate”. It further supports various currencies in difference language. This is because it exists in many forms from low technology such as a mobile phone to higher technology such as laptop using various topology such us M-pesa, SIM banking etc. She asserts that, “mobile money is of different forms such as SIM banking, mobile banking, M-pesa in which some of its products are compatible with varieties of currency used in making tourism business transaction alive”. After being able to use mobile money services, the company was able to respond and perform any transaction regardless of the distance and time. Thus through this opportunities Tour Operator & Agent 3 is comfortable with using mobile money services in business. 

4.3.2.4 CASE D: Tour Operator & Agent 4
The Tour Operator & Agent 4 is a small tourist enterprise specializing in tailor made safaris in Tanzania. Tour Operator & Agent 4 is owned by Elizabeth Ramadhan. When she thought of starting a business, she received training in tour operation. In 2008, after training, she started a tour operator business. For her, ICT was very important for business communication and transaction. She started with computer internet and small accounting package for accounting operations. She said “Internet assisted me to communicate with global customers and management for financial transaction”. After a time of using computer services she came to realize that, desktop computers were not efficient enough in improving financial performance of her enterprise. She said “the problem with desktop computers is lack of mobility which hinders  support for any immediate business response whenever you are outside the business premise”. Her accounting system was also not effective to provide immediate transaction report and she did not utilize the financial information properly and on time. But later she realised that she needed to use mobile technology that can be accessed anytime and anywhere. The mobile technology enabled her to assemble transactions which have been made from sub branches and produce a general report in a short time.

She affirms “I couldn’t have run the business smoothly without the support of mobile technology. Desktop technology was mainly used in the business premises”. With mobile services, Elizabeth can now perform transactions anywhere even at the midnight. In her own words,” mobile money through internet services is a key to many transactions, the convergence of mobile phone and internet services have increased efficiency of tourism services”. Her mobile phone with internet was mostly suitable for managing transactions and was very helpful for mobile money services. She said “Through mobile phone those services which were found in higher technology such as computer are now available in a mobile phone. She discloses that “We now have opportunities to benefit from services offered by Higher ICT by using mobile phone”. In her own words “Now we access mobile money from different vendor just in a phone, financial services are available 24hours, with less energy to learn how to use simply because phone services is common”. She realizes that all this was easy because of the integration of banking services and the mobile phone. In her own words” The connection of banking services with mobile phone has found at least employee has knowledge of using mobile phone and other mobile devices. It was easy to apply mobile money services like mobile banking, SIM Banking, internet banking, M-Pesa just in a phone”.  Thus Tour Operator & Agent 4 adopted the services for increased business efficiency. 

4.3.2.5 CASE E: Tour Operator & Agent 5
Tour Operator & Agent 5 offers cheap holiday car rental services in Tanzania. Four Ways Care rental is a sole proprietor enterprises owned by Asha Said. The idea to establish this business was generated by her husband. After the introduction of the business Asha became the Managing Director of the company with four employees. Rahid was appointed to serve as the supervisor of the company after Asha.

When her husband thought of car rental business, he bought four tourist cars. But when he went to register those four cars at the Tanzania Revenue Authority (TRA), he was required to  pay the registration fees through mobile money services such as M-Pesa or Tigo Pesa. He  said “I was forced to start using M-pesa so that I can be in a position to register my cars”. But along the business process of registering of his vehicles, he become interested in the use of mobile money services.  In his own words, “After registrations of my vehicle, I found that M-Pesa works for me even in other area of my business. Paying for electricity bills was easy, sending money to drivers on safari and viewing other payment made by tour operators without visiting a bank”. While supporting his Managing Director of the company in the payment of business utilities using mobile money services, he found himself encouraging his wife to use mobile money services. The wife confessed “at the beginning of the business, my husband was very close to M-pesa in paying most of business utilities, transferring funds, viewing our bank account and even in receiving prompt payment made in our bank account”. Observing those transactions made by her husband, she started adopting the services along the line of managing the business. In her own words, she found that M-pesa offer a solution to her business “ M-pesa offer a lot of opportunities, it links the transaction direct to our  bank account which helps to reduce time and cost of visiting the bank”. On the other hand, her employee who is a company supervisor witnessed that “Through M-pesa payment of bills is easy, tracing payment made on bank account is easy and transferring funds to assist the driver who is on safari is easy”. 

While M-pesa offers some limitation of receiving other currency such as dollar which are commonly used in tourism in addition to Tanzania shillings. They have now extended the services to internet banking to ease receiving of those transactions which are in foreign currency.   Advice was sought and obtained from the bank by which similar services like that of M-pesa in receiving and viewing the account information in foreign currency was offered. “The bank advised us to use internet banking” the supervisor said. He further said “it was not difficult to use internet banking. This is because the internet services were available in our mobile phone”. This was further clarified by the Managing Director Asha who Said “the interconnectivity of banks services with telecommunication companies, together they have reduced the lead-time required to set up a telecommunication infrastructure and the associated set-up costs in which we could not affording”. With support of banks and telecommunications companies for network coverage mobile money in tourism is highly convenient to use. She said this “We thank the banks and telecom companies for their offers of broadband connectivity and internet access services using various wireless technologies to the most tourist attractive areas in both rural and urban just in a  mobile phone”. The company now is enjoying the cashless services through the use of mobile money services. 

4.3.2.6 CASE F: Tour Operator & Agent 6
This is a registered tour company operating in Tanzania to provide tour and quick services. The company was established in 2013 under the Managing Director Suit Mafuu and six employees. 

The main activities of Tour Operator & Agent 6 are to organize and prepare holiday tours, develop and assemble well-made tour packages that are offered to travelers through other travel agencies. At the start of Tour Operator & Agent 6, the company was small with limited technology to acquire foreign tourist customers. One of the strategies adopted to capture foreign tourist customers was to solicit customers from other tourist companies during the high seasons of the tourism. Despite the success of this strategy, Tour Operator & Agent 6 found it difficult to operate when it came to the point of payment by their tourist customers in national parks or game reserves. The Managing Director Suit said that, “the government, through TANAPA, has developed a payment system which requires each tour operator to pay for their foreign tourists using special mobile credit card”. He further said that “We had a difficult time, to pay for our visitors in Serengeti and other national parks since we had no mobile credit card”. With this difficulty the tour operator was forced to register and start using mobile money services. Thus the importance of mobile money for them was result of the government push through payment regulation of tour operators in respect of customers sent to national game reserves. 

4.3.3 Pattern Matching and Cross-case Synthesis
Firms have different goals at different stages of their development. They adopt mobile money to suit their unique transactions at each stage of their growth. As small firms do not possess all the resources they need for their operations, they rely on technological, organizational and environmental context. Accordingly, they use these contexts to take advantage of technology to meet their needs. This part discusses the patterns from cases which were related to the factors influencing SMEs to adopt of mobile money services as described below.

4.3.3.1 The Influence of Technological Characteristics on Mobile Money Services Adoption 
In almost all the cases, technological attributes played a significant influence for SMEs to adopt mobile money services. Perceived benefits, compatibility, triability, convenience, real time, availability of services and speed of services are main attributes of mobile technology  were found in most of the cases to have significant influence on SMEs adoption of mobile money in tourism. For instance, in case B the company was pushed to adopt mobile money by the fitness of mobile money technology with the way tourism sector is operating. This was observed in case B where the owner of the firm discloses that “It was difficult to serve foreign customers through offline means. Offline is not compatible with the way transaction is done in tourism business and it offers no opportunities to access foreign tourists (Owner, Tour Operator & Agent 2,18/4/2014)”. After being connected to mobile money services the business in case B became strong and things started running smoothly. The owner said in his own words,” Transactions with suppliers of services and customers also started providing benefits (ibid)”.  This argument has proved that compatibility of mobile money with the way tourism perform their transaction played a great role in pushing SMEs to adopt and continue using mobile money services.  

Other mobile money technological characteristics which had a significant influence on adoption of mobile money services in most cases were accessibility, availability of services, ease to learn, quickly transaction and anywhere. For instance, in case C, Tour Operator & Agent 3 were influenced to use mobile money simply because mobile money services is available and can be accessed 24 hours and it was easy for their employee to learn and use. The  owner of Tour Operator & Agent 3 in case C reported “Now we access mobile money from different vendors just in a phone, financial services are available 24 hours, with less energy to learn how to use simply because phone services is common (Owner, Tour Operator & Agent 4 ,16/4/2014)”. The argument was similar in case B that mobile money technological characteristic was found to offer quick transaction and convenience which influenced most of the firms in tourism to adopt mobile money services. The owner of the firm in case B asserts that “being able to transact on mobile internet, the business has expanded the relationship with our partners simply because now we are able to respond and make transaction quickly and anywhere (Owner, Tour Operator & Agent 2, 18/4/2014)”. On the other hand,the nature of mobile money technology itself offers other opportunities that reduce the lead time and cost for tourist firm to setup infrastructure. This was clarified by the Managing Director of Tour Operator & Agent 5 in case E who said “the interconnectivity of bank services with telecommunication companies, together  have reduced the lead-time required to set up a telecommunication infrastructure and the associated set-up costs which  were not affordable (Managing director, Tour Operator & Agent 5 ,5/6/2014)”.

Therefore, in almost all the cases, technological interventions were crucial for SMEs to adopt mobile money services. This supports the survey results and previous studies by Setiowati, et al. (2015a) whose results show that under technological influence, perceived benefits, compatibility, complexity, trialability, and observability significantly and positively influence ICT adoption in business. Kasse, et al. (2015) who contends that for a firm to adopt technology the technological characteristics of a particular system must be known. On the other hand the findings support the assertion by Aziz, and Jamali (2013) who showed that compatibility, perceived relative advantage, and information intensity have significant and positive relationship with e-commerce adoption. 

4.3.3.2 The Influence of Organizational Characteristics on Mobile Money Services Adoption
In almost all cases organizational characteristics such as owners innovativeness, organizational readiness, employee readiness, expertise, mobile device availability and nature of services significantly influence tourist firms to adopt mobile money services. For instance, in cases A, the owner of Tour Operator & Agent 1, after discovering the potential of mobile money services, was motivated to adopt mobile money innovations. In his own words ” In my tour with my family in of Kenya, I found one of the  tour operators using mobile services and I was very impressed and motivated to re-think of my own business (Owner, Tour Operator & Agent 1, 5/6/2015)”. After the Kenya tour, he pushed his employees started to use mobile money services. This kind of adoption was influenced by business owner innovativeness. On the other hand, employees served as a pushing factor for the tourist enterprise to adopt and use mobile money services. For instance in Case E, the main supervisor of Tour Operator & Agent 5 appreciated the opportunities used in mobile money “Because M-pesa payment of bills is easy, tracing payment made on bank account is easy and transferring funds to assist the driver on safari is easy (Company supervisor, Tour Operator & Agent 5 ,5/6/2016)” . This was also observed in case D where John’s son who was an employee of Tour Operator & Agent 4, was a key player in linking the firm with financial institutions and other partners through the use of mobile money services. 

Further, availability of mobile money expertise was found to play a role in influencing tourist companies to use mobile money, this was witnessed in Case D by the owner of Tour Operator & Agent 4 who observed “The connection of banking services with mobile phone has led to all employees to have  knowledge of using mobile phones and other mobile devices. It was easy to apply mobile money services like mobile banking, SIM Banking, internet banking, M-Pesa just in a phone (Owner, Tour Operator & Agent 4, 20/4/2014)”. She further advocates that,” Since mobile phone offers enough financial services and every person can operate, in our business we do not require employee with high skills to operate (ibid)”. Thus in this case, expertise was seen as organizational characteristics that had significant influence. This is because all employees had enough knowledge to use mobile device. 

Thus, in most cases organizational characteristics serve as a pushing factor for most firms to adopt the use of mobile money services. This supports the survey results and  prior studies by Rahayu and Day (2015) who found  that  technology  readiness,  owner’s innovativeness, owner’s IT ability and owner’s IT experiences are the determinant factors that influence Indonesian SMEs in their adopting immerging technologies. On the other hand, the findings from cases on the influence of organizational characteristics collaborate with prior study done by Setiowati, et al. (2015a) who found that organizational factors such as owner/manager IT knowledge, and owner/manager innovativeness are critical organizational attributes that influence the adoption of emerging technology among SMEs. 

4.3.3.3 The Influence of Environmental Characteristics on Mobile Money Services Adoption 
In almost all cases the adoption of mobile money services had a significant linkage with environmental characteristics such as competitors, customers, government, financial institutions, suppler and business partners. For example, in case F, at the start of Tour Operator & Agent 6 , the company was small with limited technology to attract foreign tourists. One of the strategies adopted to capture foreign tourists was to solicit customers from other tourist companies during high seasons of the tourism. The company was influenced by their competitors who had enough mobile money resource to capture profitably foreign tourists. The influence of competitors in this case supported the prior study by Setiowati , et al.( 2015a) who pointed out the  significant contribution of competitors pressure  toward the adoption of immerging technology among SMEs.

On the other hand, the influence of customers on tourist enterprises to adopt mobile money services was observed in almost all cases. Notably in Case B, the owner of Tour Operator & Agent 2 had a difficult time in capturing potential foreign tourists in the absence of mobile money. At the start up of the business, he decided to use mobile internet which enabled him to perform online transaction with foreign tourists and increased business productivity. He said “having mobile internet has enabled our business to serve our customers even when we were at home or any where we could respond to an immediate request(Owner, Tour Operator & Agent 2, 18/4/2014)”. The business through mobile internet become strong and things started running smoothly. He said that, “transactions with suppliers of services and customers also started providing benefits (ibid)”. He was convinced to start using mobile money services in order to exploit global customers. This was also evidenced in case D where the owner was impressed to use mobile internet transaction with global customers. The owner said “Internet was assisting to communicate with global customers and management of financial transaction (Owner, Tour Operator & Agent 4, 20/4/2014)”. This finding collaborates with prior studies by Kenneth, et al.(2012) who found and reports the significant influence of environmental characteristics to SMEs adoption of mobile money in tourism. 

Moreover, the influence of government on tourist firm to adopt mobile money services was also confirmed in some case studies. The Managing Director of Tour Operator & Agent 6 in case F asserts; “the government, through TANAPA developed the payment system which requires each tour operator to pay for foreign tourists by using special mobile credit card (Managing director, Tour Operator & Agent 6 ,8/6/2014)”. Through this payment system most of tourist enterprises were pushed to start using the mobile money innovation. The influence of government in pushing tourist enterprises in using mobile money was also indicated in case E, where the owner of Tour Operator& Agent 5 purchased new cars and was required to register them electronically with Tanzania Revenue Authority. In his own words He said “I was forced to start using M-pesa  to register my cars”. Therefore, through the vehicle registration with the government institution by using mobile money services the company was pushed to start using mobile money services. 

Further, vendors or service providers have a significant influence on tourist enterprises to use mobile money services. For instance, in Case B, the son of the Tour Operator & Agent 2 said “…the convergence of mobile phone and internet services through banks and telecommunication has provided prominent structure for online transactions and immediate response to customers(Owner, Tour Operator & Agent 2,18/4/2014)”. On the other hand in Case E the company supervisor of  the Tour Operator & Agent 5 along asking advice from the bank on which services could offer convenience money services in receiving and viewing the account information in dollar currency. The supervisor said “The bank adviced us to use internet banking”. The internet banking is accessible through mobile phone, to access banking services. 

On context of business partners and suppliers, most cases have indicated that partners and suppliers of tourist enterprises have influenced the tourist enterprises to use mobile money services. For example, in Case B the owner of Tour Operator & Agent 2 said that “being able to transact on mobile internet, the business has expanded the relationship with our suppler and partners simply because now we are able to respond and make transaction quickly and any were(Owner, Tour Operator & Agent 2,18/4/2014)”. In addition, in Case C the owner of Tour Operator & Agent 3 in her own words, “we are now able to receive payment to our bank account from our partner and view it within our business premise or at home and respond to it immediate even at night”.

Thus in most cases external environment was a pushing factor for most firms to adopt the use of mobile money services, this supports survey results and collaborate with prior studies by Setiowati, et al.( 2015a) who found among environmental factors that  competitive pressure and institutional intervention are determinants that influence ICT adoption in SMEs. Aziz, and Jamali’s (2013) findings showed that buyer/supplier pressure, support from technology vendors and competition have significant positive relationships with SMEs e-commerce adoption. The above finding has also agreed with Malawige and Nanayakkara (2014) who noted that a firm adoption of mobile money depends more on external pressure.
4.3.4 Factors Influencing Adoption of Mobile Money Services in Tourism Sector
The attributes observed in all cases to influence adoption of mobile money services among SMEs in tourism are the results of technological, organizational and environmental structures as depicted in Figure 4.1 below using Nvivo 10.

Figure 4.1  :  Model Summary of factors extracted from all cases
	
The above are the main themes which were extracted from the cases based on the verbal response of the respondents and were used in the preparation of the survey instruments.

4.4 Finding from Surveys on Specific Objectives   
4.4.1 Model Formulation and Validation 
The aim of this part is to consider if the proposed structures were indeed consistent with actual data. This is because at the conceptual framework development, the researcher had chosen a conceptual framework without data. Therefore, it is not clear if the construct are aligned with their underlined measure. Given this context, the researcher used factor analysis of both exploratory factor analysis and confirmatory factor analysis to ensure that the construct are aligned with their indicators variables as described below. 

4.4.1.1 Exploratory Factor Analysis 
Exploratory factor analysis is used in order to ensure that constructs are aligned with their indicator variables. This is because at the start of any study, the researcher mixes hypothesized, empirical and theoretical measures of a construct from different setting without data. Babyak and Green (2010) advocate that, in a situation where there is incongruence between the researcher, theory and data, a poor model fit will always result. As such, researchers use exploratory factor analysis to identify a set of unobserved factors that reconstruct the complexity of the observed data in an essential form (Henson and Roberts, 2006). Matsunaga (2010) looks at EFA as a tool intended to help generate a new theory by exploring latent factors that best account for the variations and interrelationships of the manifest variable. It is used to estimate the unknown structure of the data. 

In this study, the researcher built the conceptual framework by integrating construct and indicator variables from different theories, empirical literature and expertise view without data. To help to harmonize the data with the researcher’s hypotheses, empirical and theoretical dimensions of constructs, exploratory factor analysis was used to provide a diagnostic tool to evaluate whether the collected data are in line with the theoretically expected pattern, or structure of the target construct and thereby to determine if the measures used have indeed measured what they are purported to measure. 

Exploratory Factor Analysis Procedure and Output
In performing exploratory factor analysis, principal axis factor analysis with varimax rotation was conducted to assess the underlying structure for the thirty seven (37) items of the mobile money services surveyed questionnaire based on Technology-organization-environmental framework. In selecting factors to retain, four criteria were adopted namely eigen values, scree test (i.e., scree plot), TOE theoretical assumption and factors that have at least three items. Yong and Pearce(2013) recommended the  use of a combination of criteria to help  to offsite the weakness of using one criterion.

Given this situation four factors were extracted based on those four criteria which explain 50% of the commulative variance. The four factors had Eigen values >1 which has met Kaiser’s criterion which suggests retaining all factors that are above the eigen value of 1 (Kaiser, 1960).Using a scree test (see Graph 1 at appendix V ) all factors above the break/cut off point on  scree graph was retained and those below the break/cut off point were dropped as recommended by Cattell (1978). Furthermore, four factor/components was produced and all produced factor were aligned with T-O-E Framework as recommended by (Yong and Pearce,2013).Finally, all retained factors had  at least three indicators as  Yong and Pearce(2013) suggested to retain factors that had at least three items . 

After discovering that the four factors have met the criteria and now are qualified to be retained, further analysis of indicator variables was done in order to see if this indicator really fits their underlying factor. In order to assess the suitability of each indicator variables to their underlying structure, the following criteria recommended by Yong and Pearce (2013) was adopted for retaining/dropping an item/indicator as follows.

First, all items loaded into their associated factors were retained and those loaded into more than one factor  were dropped.

Second, if more than two items loaded in one factor all items were retained and if less than three items loaded in one factor were all dropped. 

Third, all items with KMO p-value greater than 0.5 were retained and those with less than 0.5 were dropped.

Fourth, all items with loading ranging from 0.4 to 0.8 were retained and those with loading less than 0.4 or above 0.8 were dropped.

Yong and Pearce (2013) suggests that these criteria to be adopted for either retaining the items or dropping the items in order to improve the model. As far as this study is concerned, Table 4.10 presents a selected output of SPSS of items which were dropped  in other way those poor fitted the data  as elaborated below as follows:

Table 4.10  :  Selected exploratory factor analysis output of dropped items
FACTOR	ITEM REMOVED
TC: Technological Characteristics	TC5:Clear and understand,TC7:enjoyable ,TC10: job performance
OC:Organizational Characteristics	OC1:Management support,OC2:employee readiness ,OC3:adequate infrastructure , OC5:Managers innovativeness, OC7:financial structure, and OC11:financial policy
EC:Environmental Characteristics	EC2:Competitive pressure ,EC5:market readiness, EC6:national infrastructure,EC10: government support
AD: Adoption	AD5:Cash management,AD6:Withdraw

Technological Characteristics (TC), TC5, TC7 and TC10 were eliminated from the analysis because they had weak loadings and hence affected the fitting. For example, TC5 had multiple loading on TC and EC. For TC10,  was eliminated because it was loading weakly with value less than 0.4. TC7 had a negligible contribution because it was loaded alone in a single factor which failed to support theoretical assumptions.

Organizational Characteristics (OC), OC2, OC3,OC5,OC7 and OC11 were eliminated from the analysis because they had weak loadings on theoretical model and hence affected its fitting. For example OC2 and OC5 had multiple loading on OC and TC. For OC3, OC7 and OC10,so it was eliminated because they had cross loading or they were loaded into more than one constructs. 

Environmental Characteristics (EC), EC2, EC5,EC6 and EC10 were eliminated because they had weak loadings on their theoretical model and hence affected the fitting. For example EC2 and EC5 had multiple loading on TC and OC.  For EC6, it was eliminated because it was having small values of less than 0.4 of communalities. For EC10, had a negligible contribution because it was loaded alone in a singe factor which fails to support theoretical assumptions.  

Adoption (AD), AD5 and AD6 were eliminated because they had weak loadings on theoretical model and hence affected their fitting. AD5, had a negligible contribution because it was loaded alone in singe factor which failed to support theoretical assumption. For AD6 had multiple loading on AD and TC results in poor model fit. 
Given this perspective, those items that did not fit well with  factor solution were dropped from the analysis as described above in Table 4.10 and those that fitted well were retained as described below in Table 4.11.
 
Table 4.11  :  Exploratory Factor Analysis Rotated Component Matrixa


Table 4.12 below defines the items which were retained to account for each factor which was retained in a model during exploratory factor analysis as elaborated below.

Table 4.12  :  Definitions of construct and their dimensions of retained factor

Having establishing the study framework from the exploratory factor analysis, the next step was to perform confirmatory factor analysis as described in detail below.

4.4.1.2 Confirmatory Factor Analysis
In this study, confirmatory factor analysis was used to analyze theoretical constructs through assessing the loadings of the measures, error variances and covariance (Hooper, et al., 2008). At the begins  the researcher used EFA to discover whether the original variables are organized in a particular way reflecting another latent variable. At this stage he wanted to confirm and harmonize a belief about how the original variables are organised in a particular way using CFA. To carry out confirmatory factor analysis the measurement model was developed to test for specification error and correlation between the latent variables (Yong and Pearce, 2013). In this section, measurement models of different variables as used in the conceptual framework are presented and thereafter the measurement models for the composite structure or variables are also presented.

Model Fitness Evaluation in Confirmatory Factor Analysis
The following criteria were used to guide the model refinement process to achieve a better fit as recommended by Schermelleh-Engel, et al.(2003) who asserts that a Standardised regression weights (S.R.W) values should be above 0.5 and Modification indexes (MI) that reveal high covariance between measurement errors accompanied by high regression weights between these construct errors and cross loading items are candidate for deletion.

Measurement Model for Technology Characteristics 
IBM Amos 20 was run to test for technology characteristics (TC) measurement model fitness which comprised eight dimensions namely TC1, TC2, TC3, TC4, TC6, TC8, TC9 and TC11. In the  initial CFA run, the model fit index  produced the following indices: CMID/DF=6.911, GFI= .0.911 ,AGFI=0.839, CFI =.796 and RMSEA=0.120 theses indicate poor fit and the need for further improvement or model refinement in order to achieve a model fit.

The model refinement process was done in order to improve the model which includes scanning the AMOS output and applying the following criteria as suggested by Hoe (2008), that only those items that demonstrate high covariance plus high regression weight in the modification indexes (M.I) should be candidate for deletion. Further, those items with standardized regression weights (S.R.W) values less than 0.5, are also candidate for deletion (Ibid). AMOS was run three times and the following four items were deleted TC11, TC8, TC9 and TC4 in their order in each run. These four items were deleted because they were having high value of standardized regression weight, covariance and regression weight at the modification index compared to other items in a model hence resulting in an inadequate fit in the model.

After the deletion of those items, a re-run of CFA using IBM Amos 20 resulted in the following model fit indexes: CMIN/df  = 1.9445; GFI =.991;AGFI=973 CFI = .991; and RMSEA = .051. All items retained had standardized regression weights (S.R.W) values cut of 0.45 or greater the accepted fit, hence falling within the acceptance framework this means that the selected observed variable used fit the model relating to the technology characteristics in the study.

Figure 4.2  :  Technology Characteristics Mesurement Model

Measurement Model for Organizational Characteristics (OC) 
The model was initially specified with the following observed variable namely OC4, OC6, OC8, OC9 and OC11 to form the organization characteristics (OC) measurement model. After initial specification of the model, maximum a likelihood estimate was run for the working file using IBM AMOS 20 which produced the following indices: CMIN/DF=3.32,CFI=0.976,GFI=0.982, AGFI=0.947 and RMSEA is 0.081 which indicate an adequate model fit as suggested by Hoe (2008) and Hooper, et al.(2008) that a model fits well when achieve CMIN/DF of 3 or less (indicate acceptable fit),CFI (>0.90 indicates good fit), RMSEA (<0.08 indicates acceptable fit), and GFI of at least 0.9 indicate acceptable fit. This means that all items from exploratory factor analysis fitted well without the need to refine the model at the confirmatory factor analysis stages.

Figure 4.3  :  Organizational Characteristics Mesurement Model

Measurement Model for Environmental Characteristics (EC) 
The environmental characteristics measurement model was initially characterized by with the following observed variable namely EC1, EC3, EC4, EC7, EC8 and EC9 for confirmatory factor analysis. In the  initial CFA run using IBM Amos 20 with maximum likelihood estimate, the model fit index  produced the following indices: GFI= .818 CFI =.895 and RMSEA=.058 which indicate a ‘bad fit’ for the hypothesized model base on model fitness criteria recommended by Hoe (2008) and Hooper, et al. (2008) that a model fits well when it achieves a CMIN/DF of 3 or less (indicating an acceptable fit),CFI (>0.90 indicates good fit), RMSEA (<0.08 indicates acceptable fit), and GFI of at least 0.9 indicates acceptable fit.

Barrett (2007) argues that if the fit of the model is not good, the model hypotheses can be adjusted and the model retested either by adding or removing parameters to improve the fit. To improve the environmental characteristics (EC) measurement model in this study, Hooper, et al. (2008) suggested removing items that demonstrate high covariance plus high regression weight in the modification indexes (M.I) and those items with standardized regression weights (S.R.W) values less than 0.5. Based on such criteria, items EC7 was deleted to improve the model. After the deletion of  items EC7 then the model was re-run to see if the fit was adequate. 





Figure 4.4  :  Enviromental Characteristics Mesurement Model

Measurement Model for Adoption (AD)




Figure 4.5  :  Adoption Characteristics Mesurement Model

Measurement Model for Baseline Model
In the current study, in order to reach a baseline measurement model that fits both components, the four individual measurement model which were developed earlier were combined and CFA was run with maximum likelihood estimate in IBM Amos 20 to determine its fitness. After initial run, the results showed a bad model fit with CMIN/DF= 5.263, GFI=0.811, AGFI=0.762, CFI=0.702 and RMSEA=0.109.Based on Hoe (2008) recommendation which require a model to achieve the following minimum requirements CFI (>0.90 indicates good fit), RMSEA (<0.08 indicates acceptable fit), and commonly used χ2 statistic (χ2/ df ratio of 3 or less) in order to be considered fit. 

In order to improve the model, some items that were affecting the significance of the model’s fitness were removed as recommended by Hooper, et al. (2008) who recommends  removal of the items that demonstrate high covariance plus high regression weight in the modification indexes (M.I), those items standardized regression weights (S.R.W) values less than 0.5 and cross loadings items. The items that were removed includeTC1, TC4, TC6, OC6, OC8, EC3, EC8, EC9, AD3 and AD7. At this point, elimination was made at item level and items that were removed not only weakened the model but were also indicating weak statistical power. 

After removing those items in the model,  indicated adequate fit results with CMIN/DF= 3.160, GFI=0.962, AGFI=0.918, CFI=0.949 and RMSEA=0.078.On the other hand the observed variables with significant probabilities were found to have positive standardized regression weights greater than 0.50 and standardized path coefficients between measured variables and factors in the models show that that all path coefficients between measured (manifest) variables and latent (un-observed) variables in the model are significant( p < 0.05).This results indicate that most of the factor loadings explaining the measurement model are adequate and thus reflect a very good reliability of the research constructs. As recommended by Hox and Bechger (2014) factors loading lower than 0.5 are not significant while Bentler and Yuan (2000) indicated that a negative regression weight on the other hand presents doubtful measurement models. In our case, the researcher has achieved the above good results; hence the model achieved a robust measurement model as illustrated in Figure 4.6 below. The retained items were used in the final analysis in the structural model.


Figure 4.6  :  Baseline Measurement Model
	
Based on the summary of the findings presented in table 4.13, the standardized coefficient of at least 0.2 for all relation is achieved with the critical values(C.R) >1.96 using significance level of p < 0.05 indicating that there is positive and strong  significant relationship between the observed and unobserved variables of the model. The results thus confirm a strong positive relationship between observed variables and unobserved variables. Hence this finding formed a very strong framework that can be used in future for further analysis of relationship.













Having established the model fit and all hypothesis of the relationship between observed and unobserved variable have agreed. The next step was to move to a structural model in order to test the hypotheses of the study between the dependent and independent variables as postulated in the next section. 

4.4.1.3 Analysis of the Basic Structural Model 
The basic structural model of the study which hypothesized the relationship between technological characteristics, organizational characteristics and environmental characteristics on mobile money adoption was analyzed. The results of the analysis of the basic structural model using AMOS version 20 are diagrammed in Figure 4.7 below. 


Figure 4.7 : The Basic Structural Model 

The findings for model fit in Figure 4.7 are elaborated as follows: The ratio of the χ 2 , to the degree of freedom-CMIN/DF commonly referred to as normed chi-square value has yield a value of 1.324 , which has range to the suggested cut of point values < 2 or < 3 by (Schermelleh-Engel, et al., 2003). The CFI=0.962, GFI =0.962 and AGFI=0.918 obtained fall under the acceptable range whereas values close to 1 and generally values above 0.9 indicate a good fit as suggested by Schermelleh-Engel, et al.(2003). On the other hand,  Hoe (2008) suggests that a RMSEA value of  0= indicate perfect fit, < 0.05 = indicate close fit, 0.05 to 0.08 indicate fair fit and 0.08 to 0.1 a mediocre fit, > 0.1 =poor fit. Comparing to the current study findings the RMSEA values of 0.039 which was produced in the analysis indicate that the model fits very well in the data. Having established a model fit which indicate a good fit using for indices, the path coefficient and hypothesis testing was evaluated as elaborated in the next section using this model. 

4.4.2 The Basic Model Path Coefficients and Hypothesis Testing
The structural model was used to test the hypothesized relationships. The hypothesized relationships are examined against various coefficients and scores obtained from the analysis. In this research the hypotheses are tested based on the direction, strength and the level of significance of the path coefficients. A standardized paths coefficient, critical value (C.R) and significant level(p) were used in this study to test and evaluate the  strength and the level of significance of  the hypotheses. Testing hypotheses at each run is done for comparison purposes.

4.4.2.1 The influence of Ttechnological Characteristics on Adoption of  Mobile Money Services 
The first postulated relationship in this study hypothesized a positive and strong significant relationship between technological characteristics and SMEs adoption of mobile money services as stated below.
H1: Technological characteristics (TC) have a positive significant influence on SMEs adoption (AD) of mobile money services. 
For testing the stated hypothesis, descriptive statistical analysis was run first to profile the influence of each attribute of technological characteristics on predicting SMEs adoption of mobile money services as illustrated in Table 4.14 below. 








Table 4.14 shows the results of the analysis. Among the two attribute of technological characteristics in Table 4.14 above, compatibility had high impact on influencing SMEs adoption of mobile money services in tourism followed by perceived benefit. This means that compatibility yield a high mean value of 4.00 compared to perceived benefit which yield a mean value of 3.87. The greater the mean the high the impact or the more the mean value close to five the more the impact. This finding has collaborated with findings from case studies. For instance case B, the owner of Tour Operator & Agent 2 discloses that “It was difficult to serve foreign customers through offline means. Offline is not compatible with the way transactions are done in tourism business and it offers no opportunities to access foreign tourists”. This means that compatibility and opportunities are crucial in influencing SMEs to adopt mobile money services. 











The path leading from TC to AD in Table 4.15 is used to examine the relationship between technological characteristics and SMEs adoption of mobile money services. A positive path coefficient (γ = .203) using standardized estimate results in Table 4.15 above indicates that technological characteristics are positively related to SMEs adoption of mobile money services. This concurs with  Chin (1998) and Hoe (2008) who argue that a standardized paths coefficient (γ ) should be at least 0.2 in order to be considered significant and meaningful for discussion. The results thus in the current study confirm a strong positive relationship between technological characteristics and SMEs adoption of mobile money services.

Apart from standardized coefficient, further analysis was done using critical ratio and p-value to determine the significant influence of technological characteristics on SMEs adoption of mobile money services. In this study the findings yielded a critical values(C.R = 5.232 which is <1.96) and  significance level of p=0.023.The results concur with Hox and Bechger (2014) who argued that a relationship which has yield a critical ration greater than 1.96 and p-value less than 0.05 is considered significant. This means that the hypothesis H1a which states that technological characteristics have significant influence on SMEs adoption of mobile money is confirmed while the hypothesis H1b is rejected. These results corroborate other finding (Al-Zoubi, et al., 2011), which indicated a strong significant influence of technological characteristics on SMEs adoption of mobile money services. Oliveira and Martins (2010), for example, observed a positive significant influence on SMEs adoption of mobile money services. 

4.4.2.2 The Influence of Organizational Characteristics on Adoption of Mobile Money Services 
The study also hypothesized a positive significant influence of organizational characteristics on SMEs adoption of mobile money services in Tanzania tourism as stated below. 
H2: Organizational Characteristics (OC) has significant and positive influence on adoption of mobile money services among SMEs.
While testing the above hypothesis, descriptive statistic analysis was run first to profile the influence of each attributes of organizational characteristics on predicting SMEs adoption of mobile money services as illustrated in Table 4.16 below  








Table 4.16 the above the results of the analysis are shown. Among the two attributes of technological characteristics showed in Table 4.16, the nature of services had slight high impact than organization readiness on influencing SMEs adoption of mobile money services in tourism. This means that nature of services yielded a high mean value of 3.89 compared to organization readiness which yield a mean value of 3.68. The greater the mean the high the impact or the more the mean value close to five the more the impact. The significant influence of nature of services and organization readiness in this analysis collaborate the findings from case study. For example in case C the managing director of Tour Operator & Agent 3 assert that mobile money  find their employees and their businesses are ready to use mobile money services. In her own words she advocates that, “Since mobile phone offers enough financial services and every person can operate, in our business we do not require employee with high skills to operate as every on can operate”. This mean that the tourist firm was found to have enough skills to operate the mobile money service and transactions. 

Further analysis was done using SEM in order to determine the influence of organizational characteristics on SMEs adoption of mobile money as illustrated below in Table 4.17.







This hypothesis is examined using the path leading from OC to AD which form a relationship between organizational characteristics (OC) and adoption (AD) as illustrated in Table 4.17 above.

The results of the standardized path coefficients (γ )  in Table 4.17 above yield standardized regression weights of 0.096 which indicate a weak positive relationship between organizational characteristics and SMEs in adoption of mobile money services. Chin (1998) has postulated that a standardized paths coefficient (γ ) should be at least 0.2 in order to be considered significant and meaningful for discussion. In our case, the standardized path coefficient of 0.096 which is below the recommended value to be considered for meaningfully discussions. This means that organizational characteristics are not positively associated with SMEs adoption of mobile money services. Surprising, all attribute namely nature of services (OC4) and organization readiness (OC11) their path toward organizational characteristics (OC) had a positive standardized paths coefficient is considered to be significant and meaningful for discussion as illustrated in Table 4.17 above.

Further analysis of the significant influence of organizational characteristics in Table 4.17 above has yield a critical ration of 1.519 and p =0.125. As argued by Hox and Bechger (2014)  a relationship which has yield a critical ratio greater than 1.96 and p-value less than 0.05 is considered significant. Based on the findings in the current study the influence of organizational characteristics on SMEs adoption of mobile money was found to be non significant. Surprisingly, the indicator variables namely nature of services (OC4) and organization readiness (OC11) were found to be significant as indicated by critical ratio (C.R) greater than 1.96 in Table 4.17 above as recommended. Hence, hypothesis H2a is rejected and the Hypothesis H2b is accepted. 

4.4.2.3 The Influence of Environmental Characteristics on Adoption of Mobile Money Services
The third postulated relationship of this study hypothesized a positive and strong significant relationship between environmental characteristics and SMEs adoption of mobile money services as stated below.
H3: Environmental Characteristics (OC) have significant and positive influence on adoption of mobile money services among SMEs.
In order to test this hypothesis, descriptive statistic analysis was run first to profile the influence of each attribute of environmental characteristics on predicting SMEs adoption of mobile money services as illustrated in Table 4.18 below.  








Table 4.18 shows the results of the analysis. Among the two attributes of environmental characteristics in Table 4.18, customer readiness had high impact on influencing SMEs adoption of mobile money services in tourism. This mean that customer readiness yield a high mean value of  4.28 compared to regulation which yield a mean value  of 3.87. The greater the mean the higher the impact or the more the mean value close to five the more the impact. The significant influence of customer readiness in this analysis collaborate the findings from case study, in which most of the tour operator were adopting mobile money services in order to be able to transact with global customers. Notably example in case A, the owner of Tour Operator & Agent 1 said “For tourist to trust our company, we need to make immediate response of their transaction which is possible through mobile money services”. This means that the motives for him to start using mobile money was to take advantages of global customers and have more time to look on increasing global transaction. 

Further analysis was done using SEM in order to determine the significant influence of environmental characteristics on SMEs adoption of mobile money as illustrated below in Table 4.19.
Table 4.19  :  Structural Model Regression Weight and Standardized Regression Weight






The path leading from EC to AD in table 4.19 is used to examine the relationship between environmental characteristics and SMEs adoption of mobile money services. A positive standardized path coefficient (γ = .214) from a path EC leading AD in Table 4.19 above indicates that environmental characteristics is positively related to influence  adoption of mobile money services among SMEs in Tanzania tourism sector. As argued by Chin (1998) that standardized paths should be at least 0.20 in order to be considered meaningful for discussion. Comparing these results with the hypotheses, the standardized path coefficient of 0.214 seems to indicate that environmental characteristics are positively associated with SMEs adoption of mobile money services. 

This means that SMEs which are exposed to external environment such as customers and regulations which push them to use mobile money services are positively likely to adopt mobile technology than those SMEs which are not exposed to their external environment. Further analysis on the significant influence of environmental characteristics on SMEs adoption of mobile money services was done using critical ratio (C.R) and significance level (p).Results in Table 4.19 above have yield a C.R of 2.446 and p-value of 0.014. As argued by Hox and Bechger (2014) that a relationship which yield a critical ratio greater than 1.96 and p-value less than 0.05 is considered significant. Comparing with the current study hypothesis, a critical ration of 2.446 and p-value of 0,014 in Table 4.19 above indicate a significant influence of environmental characteristics on SMEs adoption of mobile money services. Hence the hypothesis H3a which state that environmental characteristics (EC) have significant and positive influence on adoption of mobile money services among SMEs is accepted while Hypothesis H3b is rejected. These results corroborate with other findings, which indicated a strong significant influence of environmental characteristics on SMEs adoption of mobile money services. Huy and Rowe (2012), for example, observed a positive significant influence on SMEs adoption of mobile money services. 
CHAPTER FIVE
5.0   DISCUSSION OF THE FINDINGS
5.1 Introduction
This chapter discusses the main findings of the study. The discussion is based on the findings from both survey and case studies. The chapter  recapitulates the information generated in the study, compares and contrasts the current findings with what was found in previous related studies. This helps to reflect on the findings about the nature and factors influencing SMEs to adopt mobile money services and examine points of departure from literature, the study objectives, hypotheses, conceptual and theoretical frameworks of the study.

5.2 The Influence of Technological Characteristics on  Adoption of Mobile Money
The study considered whether technological characteristics of mobile money services could have significant influence on SMEs adoption of mobile money services. This explains the fact that, the basis for the adoption of any ICT products has its roots in the type of attributes in which a particular ICT to be adopted possess (Shaharudin, et al., 2012). This means that for technology to be adopted it requires to have appropriate characteristics capable of discerning and defining the technological requirements of the firms operations as well as the market needs, and the technological solutions that meet those requirements of the firm. As it has been acknowledged in Tanzania National ICT policy of 2003 , developing and implementing an ICT to fit a certain sector like tourism, it is necessary to review the appropriate technological setting within which this ICT will be implemented for proper operation (URT, 2003a).

Based on that background, the current study hypothesized that technological characteristics have a positive and significant influence on SMEs adoption of mobile money services in the tourism sector. The empirical results in chapter four support the above hypothesis by yielding standardized coefficient estimate (γ) of .203, critical ration(C.R) of 2.280 and significant p-value of 0.023. This is a positive and significant contribution of technological characteristics for tourist firms to adopt mobile money services. These findings support the findings from the case study. For example, in case D it was found that after a time of using computer services, the owner of the Tour Operator & Agent 4 came to realize that, the desktop computer is not effective in improving financial performance. She said “the problem with desktop computer is that it is not mobile and this hinders support for any immediate business response whenever one is outside the business premise”. Her accounting system was also not effective in providing immediate transaction report and she did not utilize the financial information properly and on time. But later she realised that she needed to use mobile technology that can be accessed at anytime and anywhere. The mobile technology enabled her to assemble transactions which have been made from sub branches and produce a general report in a short time. These findings imply that mobile money has unique features that push the SMEs in tourism to adopt the innovation. 

The findings from this study are similar to those of Al-Ali (2014) which shows that technology context had a positive and significant relationship with mobile commerce adoption in SMEs in Kuwait. Additionally, Shaharudin , et al.(2012) measured the relationship between technological characteristics and electronic commerce adoption and found a significant relationship between the two. These findings suggest that mobile money attributes have the potential for the contribution of SMEs adoption of mobile money services. The findings support the argument made on TOE framework that technologies which posses the attributes which fit to the organization operation are better able to have a significant influence on the firms to adopt it (Tornatzky and Fleischer , 1990).The findings are also aligned with the argument made by Rogers’s (2003) in his diffusion of innovation theory that, the decision to adopt an innovation is influenced are based on attributes possessed by a particular innovation. He further adds that, relative advantage, compatibility, complexity, triability and obsevebility are innovation attributes that push the firm to adopt innovation. This implies that the characteristics possessed by a technology which is to be adopted by a firm are subjected to have a strong influence in pushing tourist enterprise to adopt mobile money services

In the current study, the research models identified perceived benefits and compatibility to explain the technological characteristics variance of mobile money services. These two attributes of technological characteristics imply that the benefit offered by mobile money and fitness of mobile money to SMEs operation are the main technological attributes strongly influencing SMEs to adopt mobile money services in tourism. These findings from survey support the findings from case study on the influence of technological characteristics using perceived benefit and compatibility attributes. For example, in case B, after the start of using mobile internet in Tour Operator & Agent 2, their business became strong and things in the business started running smoothly. The owner of Tour Operator & Agent 2 in case B said, “having mobile internet has enabled our business to serve our customers even when we are at home or anywhere and we can now respond to any immediate request or transaction”. This means that before the use of mobile money, the business was not able to respond to a real time request of their customers but after the adoption the business started to realize the benefits of mobile money and fitness of mobile money to their business. He also said that, “Transactions with suppliers of services and customers also started providing benefits”. He further advocates that “I would now say we also have good relations with our customers and suppler”. In addition, through mobile internet money, he managed to transact and create a strong relationship with business partners. 

At this point the findings of this study from both survey and from case study have appreciated the benefit and the way how mobile money offer opportunities and fit well in supporting customers and expanding the market of tourist enterprises. This has aligned with the argument made by Bajaj and Padmavathy (2015) who suggests that mobile money services offer a number of enormous opportunities for both large scale as well as small scale firms which include further expansion of their customer base, and reshaping the relationships with customers.

The findings of this study show that for SMEs in the context of this study, the use of mobile money to support business would be more meaningfully influenced by technological characteristics when mobile characteristics offer more benefit and compatible with tourist enterprises operation. Previously studies, Wamuyu (2014) and  Otieno and Kahonge (2014) also confirm a significant relationship between technological characteristics and mobile payment adoption. These studies and the current study both found a strong link between technological characteristics and enterprise adoption of mobile money services. While this study shares some similar findings the results differ in some of the variables. For example, in Wamuyu (2014) the significant contribution of mobile money attributes was due to low cost services of mobile money technology which influence most user to uptake the technology. In the study of Otieno and Kahonge (2014) the significant influence of technological characteristics is explained by refining the technological context into two measure namely operational friendliness benefit and security, while the current study could not find any support for security in measuring technological characteristics. This means that the differences which are observed in explaining technological characteristics imply that not all the technological characteristics are rewarding and applicable in all contexts. 

This has aligned with the suggestion by Chau and  Jim (2002) when they were explaining the insignificant value of technological characteristics. They argue that sometimes the type of information system adopted helps to explain the insignificant prediction of technological characteristics. This means that if the attribute of a particular technology is not covered the need of each unique characteristic in a given population, then it will slow its uptake and the prediction of technological characteristics will become insignificant. For instance, in case C, the use of M-pesa was observed to be good for a tourist firm which is doing transactions using Tanzania shillings. In the tourism context, the M-pesa was observed to be a type of mobile money services which does not offer benefit for tourist to transact with their foreign customers using foreign currency. Instead most of tourist enterprises were using internet banking for transaction in foreign currency. 

Additionally, Abdullah, et al. (2013) puts an interesting finding when they come up with the suggestion that technological attributes alone are not enough for enhancing effectiveness and efficiency of a company. It needs to be supported with other resources such as staff with certain levels of competencies to benefit the investment in the technologies chosen. This means that technology cannot be treated in its isolation and it needs to be integrated with other business functions. The implication from such argument is that because different SMEs have different extracurricular engagements, they have different transaction needs and perform their transactions from that technology differently. This is supported by Wamuyu (2014) who contends that adoptions of a new technology depends on how well this new technology serves a purpose over past or existing technologies over a given population. 

While the current study findings illuminate on the fact that technological characteristics are the basis for SMEs to adopt mobile money services, it also shows that not all elements of the firm technological characteristics are rewarding. The findings fall into the dual attributes whereby mobile money perceived benefit and its fitness (compatibility) are explaining the significant influence of technological characteristics. Furthermore, the findings contribute to understanding that both the perceived benefits and compatibility based technological characteristics are important in influencing SMEs adoption of mobile money services. While most of the previous studies paid attention to the technological characteristics claims separately, the findings of this study show that a better explanation of the influence of technological characteristics on enterprise adoption of mobile money services rests on perceived benefits and perceived compatibility as explained in the next sub-section.

 5.2. 1 Perceived Benefits 
The study investigated whether or not the perceived benefits(TC2) of mobile money services influence SMEs adoption of mobile money in tourism. This kind of hypothesis was established by previous studies which found that the presence of perceived benefits offered by technology is a critical factor for firm to adopt it (Al-Ali, 2014). It describes the amount of benefits and detriments a firm will experience for adopting or rejecting a new innovation or technology.  

In the current study, the researcher aimed at ascertaining the contribution of perceived benefits of mobile money in influencing SMEs adoption of mobile money services in tourism. The results in the current study have yielded a standardized path coefficient (γ) of .204, critical ration (C.R) of 2.446 and significant value (p) of 0.00. The results indicate that perceived benefits are positively and significantly related to SMEs adoption of mobile money services in tourism sector. It is imperative to note that perceived benefits of mobile money offered to SMEs has a great influence on the tourist firm to adopt mobile money services. These findings from the current study aligned with Rogers (2003) diffusion of innovation theory which indicates that perceived advantages offered by innovation is the main determinant of firm adoption of a particular technological innovation. He further explains that, this perceived advantage is the degree to which the innovation is perceived to be better than what super cedes it.

The results from the current study are shared by Alam and  Ahsan (2007) who found that through mobile internet SMEs in Malaysia services sectors can present almost unlimited financial information about their products and services. Similary, Triandini, et al. (2013) found and report a significant perceived opportunities presented by mobile commerce adoption among SMEs in Indonesia. They include the benefit such as extension of the market-reach and increasing customer personalized services.  On the other hand, Kaynak, et al. (2005) in their study reported the following mobile money opportunity offered to SMEs in Turkey. They include 24-hour accessibility, low-cost communication, easy access to international markets, easy access to potential customers, gathering information about potential markets, enhancing the company image, and creating a global image. 

Chuwa (2015) observed the potential benefits of internet banking offered to SMEs in Mwanza in Tanzania, such as perceived time savings and perceived communication capacity with their banks as being important advantages. These findings suggest that the potential opportunities offered to SMEs through mobile money services have significant influence on pushing the SMEs to further adopt mobile money services. This implies that, firms are able to strike an appropriate deal in obtaining and integrating mobile money services in order to differentiate themselves in terms of their performance through exploiting opportunities offered by mobile money services.

Inconsistent findings from the current study were observed. For example, AlGhamdi, et al. (2012) found a non significant influence of perceived benefits on e-commerce adoption by retailers in Saudi Arabia. They add that the insignificant influence of perceived benefit was due to the lack of online payment options which led the SMEs to fail to perceive the benefit of online payment. On the other hand, Hinson and Boateng (2007) found and report insignificant influence of perceived benefit in spite of the fact that e-business holds the promise of delivering benefits to Ghana tourism firms. They argue that most SMEs had low level of understanding of e-business which had resulted in failing to capture the opportunities offered by e-business. 

In the context of Tanzania, Kabanda (2011) found that perceived benefit was not observed and e-commerce did not translate the SMEs to the buying and selling of products online using their website. She posits that websites for them were purely used for information purposes and not for transaction purpose which hide the transaction opportunities offered to them. In addition, they were unimpressed by the perceived benefits of institutionalizing e-commerce because in their view, their new practices of using mobile communication and mobile payment systems mitigated against the need for institutionalization. On the other hand,  Rumanyika and Mashenene (2014) indicated that poor telecommunication infrastructure, poor e-commerce security systems, lack of IT education and training, poor e-readiness and socio-cultural beliefs and lack of IT experts are factors that isolate SMEs from perceiving the benefit of  e-commerce adoption in Tanzania. These findings imply that the lack of adequate infrastructure and experts contribute to SMEs failure to perceive the benefits of a particular technology which in turn affects the adoption of mobile money services in organization setting. 

The current study, found that SMEs take advantages of a well-developed infrastructure and regulatory environment which enable them to perceive the significance of mobile money services. In the case studies, a number of mobile money opportunities are observed. For instance, in case D, the Managing Director of Tour Operator & Agent 4 explained a lot of opportunities offered by mobile money services. She affirmed “I couldn’t have started the operation smoothly without the support of mobile technology. Desktop technology was mainly used in the business premises”. With these mobile services, she can now perform transaction anywhere even at midnight. Her mobile phone with internet was mostly suitable for managing transactions and was very helpful for mobile money services. She said “Through mobile phone those services which were found in higher technology such as computer they are now available in a mobile phone. She discloses that “We now have opportunities of perceiving the benefit offered by Higher ICT just in mobile phone”. In her own words “Now we access mobile money from different vendors just in a phone. Financial services are available 24hours, with less energy to learn how to use simply because phone services is common”. She realizes that all this was easy because of the integration of banking services with mobile phones. These findings from survey and case studies imply that mobile money services have a lot of opportunities to SMEs which in turn push the SMEs to significantly adopt the mobile money. 

The findings are in line with theoretical reasoning. Similar findings were also shared by Tobbin (2010) who found that perceived benefits is significant for predicting mobile money adoption. He explains that mobile money was adopted because it was making transaction operation at convenient time due to its mobility nature. On the other hand, consistent results were found by Li,et al.(2014) who indicated that perceived usefulness  have a significant influence on the intention to adopt mobile payment in China. They further explain the reasons behind the significant value that, mobile money services have relative advantage over the three traditional ways of sending money as it is more convenient, safer and affordable way of sending money.

It can be concluded that when a well-developed mobile money infrastructure are exposed to SMEs environment, a lot of benefit from mobile money will be explored by SMEs which in turn will increase pressure for SMEs to continue taking up the technology. However, in the absence of a clear infrastructure and low knowledge the majority of SMEs are inclined to low understanding of the perceived availability of benefit offered by technology which in turn will slow its adoption. In the discussion, the perceived benefits include unlimited financial information, extension of the market, 24 hours services, easy access to international market, creation of global image and time saving. It was also observed that financial services which were found in higher technology such as computers are now available in the mobile phone which is an afforded technology for most SMEs.
5.2. 2 Perceived Compatibility 
Scholars such as Nawaz and Gunapalan (2015) advocated that if the legacy systems in organizations are not compatible with the applications to be introduced in the organization this incompatibility would deprive the adoption of application system. Rogers (1983) argues that for a firm to adopt innovation, the innovation must possess the degree of consistence with existing values, past experiences and needs of a firm. This means that tourist enterprises need to integrate mobile money systems with other applications and need to cooperate with value chain partners and thus the SMEs will not intend to adopt it if they do not believe that the technology is compatible with their existing practices and infrastructure. Based on this ground, in the current study it was hypothesized that perceived compatibility is positively and significantly related to the SMEs adoption of mobile money services.

In the current study, perceived compatibility is found to be positively and significantly related to the SMEs adoption of mobile money services as it scores a positive standardized paths coefficient (γ ) of 0.822 and a significant p-value <0.05. These findings support the findings from Ramdani,et al. (2013) and Aziz and Jamali (2013) who found that compatibility has positive and significant influence on SMEs adoption. This means that the findings support the argument by Chau and Tam (1997) who argued that the decision to adopt a technology depends not only on what is available on the market, but also on how such technologies fit with the firm value and activities that a firm already possesses. This implies that the mobile money services are consistent with the existing value and need of tourist enterprises as suggested by Rogers (1983) in diffusion of innovation theory that compatibility that push firms adoption of innovation, is the degree to which the innovation is consistent with existing values, past experiences and needs. 

Surprising Teo, et al (2009) found that perceived compatibility was an insignificant factor. They argued that the insignificance of the influence of compatibility in their study was influenced by cost of implementing new technology systems and the cost of the systems themselves which was not compatible with the capital of SMEs. This means that the cost of a particular technology to be adopted by SMEs was comparatively higher and often represents a major barrier to their adoption due to the ratio of SMEs capital making them to fail to afford. Teo and Pian (2003) argue that insignificant compatibility is mostly attributed to the readily available ICT infrastructure in the market and their associated cost. On the other hand, Zailani, et al. (2009) explains that, perceived compatibility of m-commerce was found to be insignificant in their study. 

This was due to the fact that most of SMEs operations were found to be non real time transactions and mainly dominated by traditional retail environment. This implies that technology in a non real time environmental dominated by traditional retail is considered to have no chance due to its fitness with the traditional business operation. On the other hand, Nawaz and Gunapalan (2015) findings indicate that perceived compatibility is an insignificant factor in pushing SMEs to new technologies. The possible explanation of such insignificance was the fact that new technologies adopted by SMEs bring a lot of changes to the SMEs practices which is inherently reluctance of employees. Zailani, et al. (2009) argue that when new technology  compatible, reluctance is minimized. These concur with the suggestion made by Wamuyu (2014) that compatibility of a new technology is how easily an individual can incorporate into their life system or business system. This statement implies that when the new technology adopted brings reluctance to work practice, it reduce the speed of its adoption. This supports the argument made by Premkumar and Roberts (1999) that the  adoption of new technologies can bring significant changes to the work practices in businesses and resistance to change is a normal organizational reaction. Dlodlo and Dhurup (2010) suggest that a major impediment towards’ the non-adoption of e-marketing among SMEs is technology incompatibility with target markets.

In the current study, the perceived compatibility was supported due to the unique operation of SMEs in tourism which demands real time transactions. For example, in case B the owner of Tour Operator & Agent 2 said” having mobile internet has enabled our business to serve our customers even when we at home or anywhere and we can respond to an immediate request”. This implies that the challenge of real time transaction information is addressed by mobile money in tourism which in turn influences the enterprises to continue adopting the technology. This is in line with Otieno and  Kahonge (2014) who argues that in a real-time payment processes, the clients are supposed to get their requested product or services immediately without necessarily going through other steps such as  to the merchant or the SME. On the other hand, mobile money was found to be compatible due to the nature of tourism business which operate in a virtual communities where tourist enterprises save their customer in distance model at the beginning of initiating business  and transaction are made while tourist are still at their mother country before they travel. For instance, in case A, it is observed that mobile money was compatible with the way tourist firm transact with foreign customers as said by the owner of Tour Operator & Agent 1 that.” mobile phone money has enabled my company to transact with foreign tourist day and night without visiting the bank. This has increased the number of transactions and firm growth”. He further said that “In tourism business you don’t make any transactions with potential foreign tourist before adopting the use of online transaction which is efficiently operate in mobile services”. This finding is aligned with the suggestion made by Martin, et al. (2012) who shows that the perception of performance by firms engaging in m-commerce depends on the extent to which enterprise activity fits mobile business. This implies that if the mobile money services are not compatible with tourist firm operation, their performance is actually affected. 

In case studies mobile money services were seen to be compatible with the value chain of SMEs. For instance, in case B, the owner of Tour Operator & Agent 2 on his own word advocates that, “through the use of mobile money services, transactions with suppliers of services and customers also started providing benefits”. He further advocates that “I would now say we also have good relations with our customers and suppliers”. In addition, through mobile internet, he managed to transact and create strong relation with business partners. He asserts that “being able to transact on mobile internet, the business has expanded the relationship with our partners simply because now we are able to respond and make transaction quickly and anywhere”. This implies that mobile money in the context of the current study was found to be compatible with the whole value chain of SMEs in tourism.
On the other hand, it is evident that in tourism, different transactions are done using different currencies. The use of mobile money has shown a strong prominent structure which is compatible with varieties of currencies using different topology. For example, in case E, while M-pesa was observed to offer some limitation of receiving other currencies such as dollar which are commonly used in tourism other than Tanzania shillings. The firm extended the services to internet banking to ease receiving of those transactions which are in foreign currency.   Along asking for advice from the bank in which offer similar services to those of M-pesa in receiving and viewing the account information in foreign currency.“ The bank advices us to use internet banking” the company supervisor said. This means that the ability of mobile money services to posses different topology such as internet banking, SIM banking, M-pesa etc has formed a prominent structure which has enabled tourists to transact using mobile money services.  

While operational cost was observed to be incompatible with cost of operation of most empirical studies in the current study through case studies it was evidence that the cost of mobile money is compatible with the SMEs capital in tourism. For example, in case D, the owner appreciated the use of mobile phone for financial performance of the firm which is cheap. In case D  the integration of mobile phone with banking services has enabled enterprises to access financial services at low cost. The owner said “since internet services is a key to many transactions in the tourism sector, particularly SMEs, the convergence of mobile phone and internet services has provided prominent structure of mobile money services which fit well with tourism service”. Bhattacharya and Fosso (2015) argues that companies which perceive greater compatibility in technologies in terms of cost, business operation and human resource are more likely to adopt it. The findings concurred with the argument made by  Azam and Quaddus (2009) that if technology  is compatible with the traditional way of performing various activities of the business enterprises, the existing values and mentality of the professionals, different communication parts involving day to day operations and their future development, higher rate of adoption would be occurred. 

This discussion ends by concluding that if technology fits with SME operations, employee level of understanding and its cost is affordable to all, firms of different sizes are likely to adopt new technologies. 

5.3. The Influence of Organizational Characteristics on Adoption of Mobile Money
The drive for this study was to establish how organizational characteristics are related to tourist firms adoption of mobile money services. According to Lippert and Govindarajulu (2006) organizational characteristics are the pressures arising within an organization and have significant impact on pushing firms to adopt new innovations. They add that, these organizational characteristics include firm size, firm scope, technological knowledge and organization readiness. Simamora, et al. (2015) found and report that organizational factors are the most dominant factors in SMEs adoption of emerging technologies through four major attributes. These attributes include firm size, top management support, firm innovativeness and prior technology experience. 
In the current study, enterprise organizational characteristics are insignificantly related to SMEs adoption of mobile money services by scoring a standardized regression weights of 0.096, critical ration of 1.519 and p =0.125. Surprisingly, the two attributes identified by the research models, nature of services and organization readiness to explain the organizational factor on pushing tourist firm adoption of mobile money were all found to be significant. These study findings are in line with Chee, et al. (2016) who found and concludes that organizational characteristics are insignificant with two attributes which are organization readiness and top management, while the current study could not find any direct support for top management relationship. The current study findings show that only two attributes of organizational count and contribute towards SMEs adoption of mobile money services. 

The findings of this study show that, the use of mobile money services to support tourist business is less meaningfully related to only two organizational characteristic namely organization readiness and nature of services and more meaningful than when  other factors are combined which were not included in the current study. This is because of the standardized paths coefficient of 0.096 which the organization characteristics score in the model. As argued by Chin (1998) that a standardized paths coefficient (γ ) should be at least 0.2 in order to be considered significant and meaningful for discussion. This implies that the two attributes which measured the organizational context do not provide enough explanatory power to explain the significant influence of organizational characteristics.

Previously, Damanpour (1988) and Zailani, et al. (2009) found insignificant relationship between organizational characteristics and SMEs adoption of mobile money services. For example, Damanpour (1988) explained that the insignificance of the organizational characteristics is contributed by some of the firm with flat organization structure and centralized decision making which rest the adoption of innovation decision on top managers who are not innovative. This implies that the firms with decentralized organizational structure tend to spread the adoption of innovation decision on the hand of many stakeholder of whom some are innovator that have a power to push the innovation decision. On the other hand, Zailani, et al. (2009) explains that the insignificant of organizational characteristics is due to firms with low knowledge of e-business. This implies that firms with greater innovative knowledge tend to adopt innovation more rapidly compared with firms deficient in innovation knowledge. This implication is in line with Chau and Jim (2002), who indicated that the e-business knowledge sources are one of the significant variables that determine the adoption of e-business. 

Therefore, a point of departure from this study is that SMEs already have knowledge of operating mobile devices and the nature of their services allowed them to use mobile money services. Therefore for organization characteristics are significant and there might be other dimensions not included in the study that could help to explain this factor. This implies that organizational readiness and nature of services alone cannot explain the predicting power of organizational characteristics. Hence when other dimensions are included and combined with organizational readiness and nature of services there can be significant value of organization characteristics. The two attributes of organization characteristics which were identified in this study were found to be significant. This implies that the organizational characteristics still hold true in supporting SMEs adoption of mobile money services as discussed in the next subsection. 

5.3. 1 Organizational Readiness 
Empirical studies provide that internal organizational readiness is necessary in understanding conducive organizational attributes that could push SMEs to adopt technology (Simamora,et al.,2015;Al-Zoubi,et al.,2011). Kenneth (2012) defined organizational readiness as the availability of the needed resources for a firm to adopt a technology. He further argues that organizational readiness may take several forms including human capital, IT literacy, and slack resources. Iacovou et al., (1995) measured organizational readiness through financial resources and technological resources. Zhu and Kraemer (2005) pointed out that, organizational readiness includes infrastructure, relevant systems, and technical skills. Given ground above, this study relates organization readiness to the tourist firm adoption of mobile money services through resources and technical skills of the firm.

In the current study, organizational readiness was found to be positively and significantly related to the SMEs adoption of mobile money services as it scored a positive standardized paths coefficient (γ ) of .643, critical ration of 6.626 and a significant p-value <0.05. These findings support the findings from Otieno and Kahonge (2014) and Hinson and Boateng (2007) who found organizational readiness to have positive and significant influence on SMEs adoption of mobile payments in Kenya. These findings are in line with those by Yoon (2009), who split organizational readiness in two main constructs of financial and technical readiness. He further argues that a firm’s readiness with regards to financial as well as technical resources may be considered to be positive. The findings are also aligned with TOE framework by Tornatsky and Fleischer (1990) who mentions organization readiness in terms of those informal linkages among employees, human resource quality, top manager’s leadership behavior and the amount of internal slack resources would significantly influence the adoption of technological innovation. This implies that when an organization possesses enough mobile money infrastructure, financial recourses and human resource quality, it can have a significant influence in adopting the needed technology.

On the other hand, empirical studies by Makena, et al. (2013) found that organizational readiness is a insignificant factor in pushing SMEs toward technological innovation. They further explain the insignificant effect of organizational readiness in relation to their studies. For example, Makena, et al.(2013) points out that most of SMEs managers were not ready to uptake technology as  results of scanty knowledge they had about the technology itself. Due to such scanty knowledge about the benefits of the new technology ‘a wait and see ‘approach was best for them. Their explanation concurred with the argument made by Al-Zoubi,et al.(2011) that firms with fewer employees with adequate ICT knowledge were generally not ready with adoption as opposed to those whose employees were having adequate ICT skills. Observations from the above findings are well evidenced from the findings from other case studies. For example, in case C, the Managing Director of Tour Operator & Agent 3 discovered that due to the widespread of mobile phone and its integration into financial services most of employee were able to operate the mobile money services as they had knowledge of how to operate the mobile phone which push their firms to be ready to uptake mobile money services. In her own words she advocates that “it was easy to apply mobile money because services like mobile banking, M-pesa had found us, we already possess mobile phone and we had at least some knowledge of how to use mobile devices”. This argument from case C alignes with the argument by Makena, et al.(2013) who argues that higher explicitness and accumulation of technology can help the transfer of technological knowledge within an organization and can raise the capability of the organization to adopt innovative technologies. The findings have also aligned with the conclusion made by Al-Somali, et al. (2011) who contends that, because of the lack of skill and technical knowledge required in the technological development process, many organizations delay innovation adoption, and tend to wait until they have sufficient technical expertise. 

These findings imply that the slow speed of adoption of mobile money can be contributed to a firm with low level of knowledge about technology and technical skills which results most firms not to be ready toward innovation. The implication is aligned by  Makena, et al.(2013) who advocate that organizations, which are able to improve the knowledge of their human capital, are much more prepared to cope with today’s rapid changes in environment and to innovate in the domain where they decide to invest and compete. 

These findings are also aligned with Shieh, et al.(2013) who argues that a firm with higher quality of human resources, such as better education or training, will have higher ability in technological innovation. This helps to conclude that if a firms employees are knowledgeable regarding a new technology and the organization has adequate infrastructure, the firm likely to be engage in adoption of new technologies.

 5.3. 2 Nature of Services 
The tourism sector is an information-intensive industry in which electronic commerce plays a very significant role. This means that the tourism industry requires a diverse range of information and lends itself well to the support offered by ICT and other related electronic technology. In the context of this study, the nature of tourism services related well with  the attributes which are used to influence SMEs adoption of mobile money services.

In the current study, the nature of tourism services  is positively and significantly related to SMEs adoption of mobile money services by scoring  a positive standardized paths coefficient (γ ) of .643, critical ration of 6.626 and a significant p-value <0.05.These findings are supported by the findings from case studies. For instance, in case A, the owner of Tour Operator & Agent 1 said that “The nature of tourism depends on communication with customers who are mostly found abroad and their transactions are done online while they are at their mother country”. This nature of services which require business to be done at a distance between the firm and their customers contributes to most of SMEs uptaking mobile services. This idea is in line with case study B where the owner of the firm said that “In tourism business you don’t make any transactions with potential foreign tourists before adopting the use of online transaction which operates efficiently through mobile services”. These finding from both survey and case studies have concurred with the suggestion made by Januszewska, et al.(2015) that the process of tourist services purchase is based on information collected through many different channels which are driven by ICT. This implies that mobile money services have aligned with the nature of tourism business operation and efficient functioning of enterprises, since it speeds up management procedures and upgrades both efficiency and quality of economic operations performed in an enterprise. 

On the other hand, Islam (2012) argues that the nature of tourism is related to information intensive which requires tourism firms to disseminate information on attraction and their facilities in which uses information technology services. This is highly important to create trust between tourists and entrepreneurs. These findings are supported by Choi, et al.(2011) argument that the use of information and communications technology (ICT) adds value to tourism services and products and supports the development of industry networks and clusters. This implies that using any mobile computing services in tourism impacts the whole tourism value chain (e.g. information on destination, accommodation, transportation, package tours and services) and effect process management and service delivery in the global tourism sector.

Contrary to the current study findings, Zailani,et al.(2009) and Addo (2012) have found no significant influence of nature of services in pushing SMEs adoption emerging technology. Zailani,et al.(2009) have explained that the insignificant influence of nature of services was contributed by nature of most SMEs which was dominated by traditional retail services in which technology was not necessary. Addo (2012) explains that the nature of services was not significant; this was due to lack of e-payment system option which could fit with nature of how SMEs operate and serve their customer. These findings are also supported in case B where the tour operator pays visitation fees for domestic tourist by cash. This was due to the fact that the TANAPA payment system was designed to use foreign currency which favors the foreign tourist. This leads to the conclusion that in the absence of e-payment option firms tend to slow the adoption of mobile money services. 

Based on that discussion, this study resonates with prior studies by explaining that, the nature of tourism sector services relate very well in the services offered by mobile money services this is due to the fact that by nature, tourism enterprises services they operate in the virtual communities which implies that their services target customers who are located abroad which require innovativeness.  

5.4. The Impact of Environmental Characteristics on Adoption of Mobile Money
The drive for this study was mainly to establish how environmental characteristics are related to SMEs adoption of mobile money services in tourism. In attending to this inquiry, reviewed literature, connect the findings in the past study to the metrics used in evaluating the sought relationship. According to Dlodlo and Dhurup(2013) environmental characteristics refer to arena in which a firm conducts its business that are essential in determining firm adoption of innovations. They add that, it includes pressure from industry where a firm operating, competitors, business partners, customers and government. All these are environmental attributes that build pressure that pushes the firm toward innovations.

In the current study, it was hypothesized that environmental characteristics are positively and significantly related to the SMEs adoption of mobile money services. The research models identify customer readiness and regulatory framework to explain the environmental attributes that influences SMEs to adopt mobile money services. In evaluating the sought relationship, the results have yielded a standardized path coefficient (γ) of .204, critical ration (C.R) of 2.446 and significant value (p) of 0.014. The results indicate that environmental characteristics are positively and significantly related to SMEs adoption of mobile money services in tourism sector. 

The findings corroborate what King and Theo (1996) who found that environmental characteristics are among the important facilitators in the adoption of mobile money services among business firms. On the other hand, these studies findings are in line with environmental characteristics in TOE framework by Tornatzky and Fleischer (1990) who notes significant influence of environmental characteristics toward organization adoption of new innovation. They add that, environmental characteristics have attributes that include competitors, customers, business partner, suppliers, and government, which when combined significantly influence organization to adopt technological innovation. This implies that when SMEs are exposed to the environment which is friendly to mobile money services, automatically they are pushed by its attributes toward mobile money adoption.

Previous studies, by Setiowati, et al. (2015a) and Wilson, et al. (2008) found a significant relationship between environmental characteristics and SMEs adoption of mobile money services. While this study shares some similar findings (i.e. the link between environmental characteristics such as customers, competitors, with innovation adoption) the results differ in some of the variables. Wilson, et al. (2008) found and report the significant influence of   environmental attributes namely regulatory framework, availability of external consultancy and customer demand, while in the current study the external consultancy were not supported. The findings of the current study show that only two of these environmental characteristics namely regulatory framework and customer pressure contribute towards SMEs adoption of mobile money services. 

While the current study findings illuminate on the fact that environmental characteristics are the bases for SMEs adoption of mobile money services, it also shows that not all elements of the environmental characteristics are pushing SMEs to adopt mobile money. For example, Setiowati, et al. (2015a) found among three environmental factors, only competitive pressure and institutional intervention were determinants that influence ICT adoption in SMEs, whereas market turbulence shows no significant contribution toward the adoption of ICT. This implies that despite the significant influence of environmental characteristics on SMEs adoption of mobile money services not all attributes that build up the environmental characteristics can have a significant influence on SMEs. Further, the significant influence of the environmental depends on the degree of those characteristics which reflect a particular environment. 
In the current study, the explanation of significant value of environmental factors in Tanzania SMEs context is based on the historical event of the country. Tanzania was under a socialist system since independent in 1961 were the business system was closed to the door of the government. The economic reforms, which started in the 1980s led the country into a relatively entrepreneurial economy system which liberate private sector to operate in tourism sector. This liberalization of the private sector in tourism, built up a pressure for global market search and search for potential foreign tourists in which technological issue was important for communication and financial transaction communication. This created pressure for SMEs in tourism to adopt technology so as to build a stronger environment for their business. This is in line with case studies finding which show that most of tourist firm’s target is to serve potential customer from abroad for their business survival. For example, in case B, the owner of Tour Operator & Agent 2  while planning to start the business, his main target was to serve potential foreign tourist. He said that “Foreign tourists are potential customers for the sustainability of our business”. 

However, it was difficult for him to get foreign tourist customers without the use of ICT for communicating financial transactions. He discloses that “It was difficult to serve foreign tourists through offline means. Offline is not compatible with the way transactions are done in tourism business and it offers no opportunities to access foreign tourist”. This implies that the external environment was pushing the SMEs to adopt the use of mobile money services. 

This observation is in line with the adoption of the first and the second National Tourism policy in Tanzania 1991 and 1999 respectively, which opened up for private sector investments in tourism and government disengagement from sole ownership and operation of tourist facilities (URT, 1999).This opened up a pressure of foreign company which are originated from the countries with high innovation to engage in Tanzania tourism sector business. These companies in turn created a seeding of technological birth and forced the government to develop regulation to smooth the operation of this private company. This argument, helps to explain how the environmental parameter in Tanzania which affect adoption of mobile money was build. This implies that the economic historical event of the countries and the adoption of new tourism policy which motivate foreign private sector from technological oriented  countries to invest in the country have significantly pushed the adoption of mobile money services in tourism.

From the preceding discussion, we see that whereas the influence of environmental characteristics for SMEs adoption of mobile money services is generally important, SMEs which will develop and nurture mobile money services in ensuring better market access and customer relationships by the influence of environmental context to identify their needs and respond to their demands and requests stand a better chance of adopting mobile money services better than others. As pointed out elsewhere in this report, increasingly, firms, especially SMEs which are capable of making use of ICT facilitie to support customer databases, electronic distributions, e-business, order placement and fulfillment to mention but a few, could sound big wheel at the market place. This seems to suggest that small firms could compete on equal footing with other firms. As such, there is a lot of environmental attributes around, but not all of them yield the anticipated benefit once acquired. With a less focused deployments, acquisitions of environmental attributes could lead to an accumulation of useless mobile money services. The issue of critical importance to SMEs managers is an understanding of how to enhance firms’ operations and how best can customer needs and desires be addressed using mobile money services. While most of the previous studies paid attention to the environmental characteristics, these findings show that a better explanation of the significant influence of environmental characteristics on SMEs adoption of mobile money services rests on customer’s readiness and regulatory framework as discussed next in the sub sections.

5.4. 1 Customers’ Readiness 
Customers’ readiness in this study represents the idea that the attitude of a firm using mobile money services is mainly built from pressure arising from customers and thus it put emphasis on pushing the SMEs to adopt emerging technologies. Customers readiness in the current study scores for the models qualify as it has meet the minimum requirements with critical ration(C.R) greater than 1.96 and the standardized path coefficient (γ) of 0.646. These scores all present a positive and significant contribution of customer readiness to the tourist firms’ adoption of mobile money services.  

These findings point to the fact that the influence of customers towards SMEs adoption in tourism is significant and potential. These results are consistent with previous research that establishes a positive and significant relationship between customer readiness and SMEs intention to adopt mobile innovation (Scupola, 2009; Triandini, et al, 2013; Alwan and  Al-Zu’bi,2016). However, the findings from these studies share some similarities but the results differ in how customer readiness influences SMEs to adopt technology. For example Triandini, et al.(2013) reported a significant influence of  customer readiness to online transaction. The possible significant influence of customer readiness in this study was due to high demand from customer for firm to increase customer personalization services through technology. On the other hand, Ching and Ellis(2004) have found a significant influence of customer readiness which was due to the fact that many of their overseas buyers had switched to online services which prompted their own adoption of online transactions. This implies that pressures from customers had motivated their switch to the online transactions.

The possible explanation of the positive and significant influence of customer readiness on SMEs adoption of mobile money services in the current study is supported by the fact that most of potential tourists were found abroad and they were required to pay their visitation cost to tour operators in Tanzania while they were still at the mother country. This was evidenced in a case B where the owner said that “tourists transact their visitation fees online in their countries, but after transaction they need instantaneous response of their deposit”. These natures of operation where customers are found in other countries require the use of online transaction. 

This was supported by the argument made by Otieno and  Kahonge (2014) that in a real-time payment environment, the clients are supposed to get their requested product or services immediately without necessarily going through other steps such as going to the merchant or the SME. With such context in mind, it was revealed in the case studies that for firms which did not engage in online transaction, no customer was interacting with their business in any transaction. For example, in case C, the owner of Tour Operator & Agent 3 said that” foreign tourists value tourist company which is uses online transaction……in the absence of mobile money services no foreign tourist will perform transaction with your business as both they transact for visitation in their mother countries before they come to visit”. This has built pressure from customers to tourist enterprises to start using mobile money services in their business environment. This was also observed in Wilson, et al. (2008) who argued that in the absence of customer demand on firm innovation, firms tend to be slow in adopting emerging technology for their customers. On the other hand, Alwan  and  Al-Zu’bi (2016) postulates that the  adoption rate is  tracked mainly by customers of high educational levels and ability to use computer applications and internet experiences. This means that the majority of customers with low educational level and less experience in internet had a low impact in influencing mobile money services. These findings imply that when firms are exposed to the customers whose services depend on mobile money services and have enough knowledge about mobile money services, they automatically get be pushed to use mobile money services so that they can exploit their customers.

Previous studies such as by Zailani, et al.(2009) and AlGhamdi, et al. (2009) found a non significant influence of customers pressure on SMEs adoption of mobile money services. Zailani, et al.(2009) explained that, customers were not influencing SMEs to uptake mobile transactions due to their culture of operating in traditional retail environment and thus it was not very crucial when it comes to customer use of technology to influence SMEs adoption decision.  This implies that when firms are in a retail environment in which their customer transactions not require the use of mobile money services they automatically create a pressure that will push their firm to adopt a particular technology. On the other hand, AlGhamdi, et al. (2012) found that customers were not pushing the SMEs to online transaction because of lack of online payment options. This means that in the absence of clear online payment options most customers fail to perceive the opportunities offered to online which in turn reduce the pressure of demanding the online payment system.

A point of departure in this area is that when a firm has clear mobile online system for their customers and are exposed to the customers with enough online knowledge, who their services depend on mobile money services, this will help to build a very strong customer pressure to push the SMEs to adopt the mobile online system.

5.4. 2 Government Regulatory Framework 
The development of the regulatory frameworks to facilitate or assist the development and growth of online payment systems has been considered as an important issue by most governments in developed and developing countries (Kenneth, et al.,2012). The use of online transactions bring a lot of issues regarding uncertainty, security, lack of transparency, fraud and credit card misuse, which in turn poses unique demands on regulatory support (Riyadh,et al.,2009). Customers hesitate to use the online transaction services if there are inadequate laws on it that could protect them in online transaction security issue. With this context, scholars have argued that government support in pushing for the existence of technological regulatory framework is an important factor that may affect the decision of firms’ adoption of new technology (Riyadh, et al., 2009; Kabanda and Brown, 2015).

Given the importance of government regulatory framework, the current study hypothesizes that an adequate and supportive regulatory framework should have a positive and significant impact on mobile money services adoption. Findings in chapter four have revealed a positive standardized path coefficient (γ ) of .886, critical ration(C.R) of 8.620 and significant p-value < 0.05. These present a positive and a significant contribution of regulatory framework to the tourist firm adoption of mobile money services. These findings support the finding from a case study as discussed in the next paragraph. These study findings are also in line with Al-Somali,et al.(2014) and Al-Ali(2014) who found and reports a strong positive and significant influence of  regulatory environment on SMEs adoption of emerging innovation. Al-Somali, et al.(2014) for example argues that developing a regulatory framework that include promotion of computer use, promotion of technological education generally and endorsement of low taxes and tariffs on computer imports, and telecommunications liberalization to lower costs all help to facilitate and encourage the smooth adoption of online transaction. On the other hand, Al-Ali (2014) explains that, the significant influence of regulatory framework was contributed by imposition of the government regulatory system which protect SMEs and their customers as a result SMEs and their customer developed trust of using technology. 
In the findings of  current study , the researcher sheds light on the fact that, implementation of the second National Tourism Policy in Tanzania 1991 and 1999 respectively, opened up for private sector to invest in tourism. In the implementation, the government decided to develop regulations which could help to control the private sector in their revenue and in making smooth operation for foreign tourists’ satisfaction. One of the regulations was to enforce all the payment which is made by tour operator for their foreign customers in some of government tourist attraction to be paid using mobile credit card. This was seen in case F where the Managing Director of Tour Operator & Agent 6 advocate that ,” The government through TANAPA has developed the regulation and payment system which require each tour operators to pay for their foreign tourist customers in some of government tour attraction using special mobile credit card”. 

This regulation has created a pressure for most of tour operators to start using online transaction for payment of visitation fees for their foreign customers. On the other hand, in case E, it was observed that the owner of Tour Operator & Agent 4 was enforced by Tanzania Revenue Authority to pay the motor vehicle registration fees using mobile money services such as M-Pesa. In his own words “I was forced to start using M-pesa in my business so that I can be in a position to register my cars”. But along the business process of registration of his vehicles, he was interested in the use of mobile money services.  In his own words, “After registration of my vehicle, I find that M-Pesa works for me even in other area of my business. Paying for electricity bills was easy, sending money to a driver on safari, and viewing other payments made by tour operators without visit to a bank”. This implies that along the firm alignment with the government regulation, the attitude for using mobile technology is developed and in turn the tourist firms are induced to use the technology even in other areas of business.  

These findings are aligned with a suggestion made by Delmas (2002) that if regulatory agencies require the adoption of specialized technological standards, that a firm’s compliance with such regulations may produce an attitude which pushes the firm to uptake the innovation even in other areas. On the other side, of suggestion, government with a well-developed regulatory framework in regards to adoption of new technologies are found to assimilate and routinise new technology adoption more extensively for  intended users. 

Previous studies by Kaynak, et al.(2005) and AlGhamdi, et al.(2012),shows that regulatory framework was found to be a non significant factor in influencing adoption of technology. Kaynak,et al.(2005) have explained that the insignificance of regulatory framework was due to lack of clear legal regulations which was found to be a serious limitations of ecommerce and hence ecommerce was rarely used for  payment purposes. On the other hand, AlGhamdi, et al.(2012) found that the lack of clear regulation reduces trustworthy  and security of online payment options among users. This implies that if the governments establishes laws and regulations which do not protect the SMEs and their customers’ privacy will reduce trust which in turn will reduce the likely hood of users’ adoption of a particular technology. This argument is aligned with Rotchanakitumnuai and Speece (2003) who found that legal support for online banking and safeguarding customers is the most important factor to provide smooth operation and increasing trust among users of online banking. It was concluded by Al-Somali (2011) who argues that governments,  should establish laws and regulations to protect vulnerable parties and foster trust which in turn speed up the adoption of innovation.

Other studies, Zaied (2012) have found that regulations using online transaction emerge as a barrier instead of being a pushing factor in two areas. First, online payment system and order processing was used at a relatively low level but the regulation demand high cost for SMEs this include registration cost. Second, the regulation did not address the issue which protects the information to secure and prevent misuse for their uses. Hence, most of the SMEs were not ready to incur high cost of using online transactions which is not secure. 

Given the above point of discussion, the current study concludes by advocating that for a government to improve the adoption of new technology, they should develop a regulatory framework which is not discouraging the users of a particular technology. These include the reduction of cost associated with registration, importation of infrastructure and addressing security issue that could protect the users of a particular technology. To encourage adoption, specifically e-business adoption, government should encourage firms to adopt innovation by developing regulatory framework that are beneficial to the organizations.

5.5 A Review of the Study Hypotheses
The study concludes by revisiting the major assumptions of this study. Previously, it was  hypothesized that technological characteristics influence positively SMEs mobile money adoption. The technological characteristics were measured using perceived benefit and perceived compatibility as identified in the structure model in Figure 4.7. 

The study findings support this relationship as it was found to be positive and significant. This implies that the benefit of mobile money services and fitness of mobile money services to SMEs operation significant push the tourist firm to adopt mobile money services. Therefore, technological characteristics and their attributes had significant contribution to SMEs adoption of mobile money services.
The study also hypothesized a positive and a significant influence of organizational characteristics on SMEs adoption of mobile money services. Organizational characteristics were measured using organization readiness and nature of services as identified in the structure model in Figure 4.7.

The study found no significant relationship between variables being considered. Surprisingly the two attributes which were used to measure the organizational attribute were all found to be positive and significant in influencing SMEs adoption of mobile money services. The possible explanation of insignificant influence of organizational characteristics is low explanatory power of both organization readiness and nature of services in which when they are combine together to account for organizational characteristics they fail to score the significant critical ration. This means that when these two variables are combined together with others which were not included in this study, they automatically increase the explanatory power of organizational characteristics.  

The study hypothesized a positive relationship between environmental characteristics and SMEs adoption of mobile money services as well. The environmental characteristics were measured using customers’ readiness and regulatory framework. 

The results have found a positive and significant influence of environmental characteristics on SMEs adoption of mobile money services. Additionally, all attributes which were used to measure environmental characteristics were found to be significant as indicated in Figure 5.1. Based on the discussion of the findings, the significant level of each relationship are summarized in figure 5.1 below.


Figure 5.1  :  Model of the Current Study
CHAPTER SIX 
6.0   CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS
6.1 Introduction
This study focused on analyzing factors influencing adoption of mobile money services among small and medium enterprises. More specifically, the study investigated the following three specific objectives: i) To determine the extent to which technological characteristics influence adoption of mobile money among SMEs in Tanzania Tourism sector; ii) To examine the extent to which organizational characteristics influence adoption of mobile money among SMEs in Tanzania Tourism sector; iii) To analyze the extent to which environmental characteristics influence adoption of mobile money among SMEs in Tanzania Tourism sector. This research addressed these objectives by employing mixed research methods through the empirical study from SMEs in three tourist regions in Tanzania namely, Arusha, Dar es salaam and Unguja, and supplemented by six case studies as described in section 4.3.2. 

This final chapter presents the key conclusions and implications of the main issues, limitation of the study and recommendation for future study. The implication of the study addresses the theoretical and practical implications of the results as well as the contribution of this study to vendor and policies important for small businesses operating in developing economies. The limitations of this study are also highlighted and finally areas for future research relevant for mobile money adoption are recommended.

6.2 Major Findings and Conclusions 
This part addresses the main findings and conclusion of the study which are organized based on specific research objectives of this study as described below:

 6.2.1 Influence of Technological Characteristics on Adoption of Mobile Money 
To address the first specific objective, it was hypothesized that, technological characteristics have a positive and significance influence on SMEs adoption of mobile money services in Tanzania tourism sector. Standardized estimate and critical ratio in structural equation modeling was used to evaluate the strength of significant influence of technological characteristics on SMEs adoption of mobile money services. A positive path coefficient (γ = .203) using standardized estimate was found which indicates that technological characteristics is positively related to SMEs adoption of mobile money services. 

Further results on the hypothesis above have yielded a significant critical ratio greater than 1.96 which concurs with Hox and Bechger (2014) who argued that any relationship which will result in a critical ratio greater than 1.96 is considered significant. On the other hand, compatibility and perceived benefit which were used to measure technological characteristics were all found with standardized estimate greater than 0.2 and critical ratio greater than 1.96. This implies that SMEs in tourism sector are motivated by innovation characteristics such as compatibility and perceived benefit to adopt mobile money services for their business. 

Chapter four presents in almost all the case studies, that SMEs have also indicated that their influence to adopt mobile money services is due to opportunities offered by mobile money to their business and compatibility of the mobile money services to the operation of their business. This helps us to conclude that, fitness of mobile money services to the operation of SMEs and opportunities offered by mobile money services are technological characteristics which push SMEs to adopt mobile money services in tourism.  

Generally, the study concludes that, the characteristics possessed by mobile money services have strong significant influence on SMEs adoption of mobile money in tourism. However, based on the study discussion of the findings, this study further concludes that not all technological characteristics do push SMEs to uptake mobile money services, some are not rewarding. This is due to the contextual in which SME operate which tend to explain the unique technological characteristics which are rewarding SMEs toward the adoption of mobile money services.

6.2.2 Influence of Organizational Characteristics on Adoption of  Mobile Money 
This study also examined the significant influence of organizational characteristics on SMEs adoption of mobile money services. With respect to organizational characteristics, it was hypothesized that organizational characteristics have positive and significance influence on adoption of mobile money services among SMEs in tourism. Survey data was analyzed using SEM to evaluate the significant influence of the said relationship base on standardized path coefficients (γ )  and critical ration(C.R).  Results of the standardized path coefficients (γ )  in chapter four have yielded a standardized regression weights of 0.096 which indicate a weak positive relationship between organizational characteristics and SMEs adoption of mobile money services. Surprisingly all attributes of organizational characteristics namely nature of services and organization readiness their path toward organizational characteristics had a positive standardized paths coefficient which is considered to be significant and meaningful for discussion.

Further analysis of the significant influence of organizational characteristics have yielded a critical ratio of 1.519 and p =0.125 which indicates an insignificant relationship. Surprising, the indicator variables namely nature of services and organization readiness which were used to measure organizational characteristics were found to be significant. This implies that nature of services offered by SMEs in tourism sector push them to adopt the use of mobile money services. This finding also implies that firm readiness to ward mobile money services accelerate the uptake of mobile money services in tourism. This study concludes that, the nature of services offered by SMEs tourism and organization readiness push for SMEs to adopt mobile money in tourism. Generally, insignificance of organizational characteristics observed in this study imply that there might be other organizational characteristics which were not included in this study and when combined with the organization readiness and nature of services which were significant in the current study, they might increase the predictive power of organizational characteristics. Overall, the study concludes that, for organizational characteristics to be significant there must be other measures of organizational characteristics other than nature of services and organization readiness to be included so that they can increase the explanatory power. 
 6.2.3 Influence of Environmental Characteristics on  Adoption of Mobile Money
In relation to SMEs mobile money services adoption, it was hypothesized that environmental characteristics has positive and significance influence on adoption of mobile money services among SMEs. To evaluate the strength of significant influence of environmental characteristics on SMEs adoption of mobile money services the standardized estimate and critical ratio in structural equation modeling was used. A yield of positive standardized path coefficient (γ ) of 0.204 was yielded which indicated that environmental characteristics are positively associated with influencing SMEs adoption of mobile money services. The results have also yielded a critical ratio of 2.446 and p-value of 0.014 which indicate a significant influence. Moreover, the two measures of environmental characteristics namely customer readiness and regulatory framework were all found to be positive and significant. This means that for SMEs exposed to external environment, such as customers readiness and regulatory framework push them to use mobile money services. These SMEs are likely to positively adopt mobile technology than those SMEs who are not exposing to their external environment. This study concludes that when SMEs are exposed to environmental attributes such as customer and the regulatory frameworks favoring the use of mobile money, the SMEs are likely adopt the use of mobile money services. 

Generally, the study concludes that, the characteristics possessed by the environment in which the SMEs operate have strong significant influence on SMEs adoption of mobile money in tourism. However, based on discussion of the study finding, it can be concluded that not all characteristics possessed by the environment in which SMEs operate can push SMEs to uptake mobile money services,as some are not rewarding. This is due to the context in which SME operates. This tends to explain the unique environmental characteristics which reward SMEs toward the adoption of mobile money services.

6.3 Study Implications 
This section presents the theoretical, policy, managerial and practical, researchers and financial institutions implications of the study drawn from the findings, discussion and conclusions. Theoretical implications highlight the contributions of the study to the literature on SMEs adoption of mobile money services. Implication for researchers addresses the contributions of the study in advancing the methodology of the prior studies on SMEs adoption of mobile money services. Managerial implications relate to the work practices of SMEs in the support of adoption of mobile money services where the policy implications include recommendations for addressing policy issues relating to the development and speeding up the adoption of technology in Tanzania.

6.3.1 Theoretical Implications
Grounded in the TOE literature, this study theoretically developed and empirically evaluated an integrated research framework incorporating factors from diffusion of innovation theory, for assessing factors influencing adoption of mobile money services among SMEs in Tanzania tourism sector. While these issues were typically studied separately in the literature (Ramdani, et al., 2013; Lippert and Govindarajulu, 2006; Halawani, et al., 2013). For example, Otieno and Kahonge (2014) employed Technology, Organization and Environment (TOE) to identify factors that motivate SME to adopt mobile payment methods in their businesses in Kenya while Lin (2011) adopted the diffusion of innovation theory to study mobile banking adoption. The results of the current study suggest that SMEs adoption of mobile money services is linked to innovation attributes, organizational attributes and environmental attributes. This unified perspective helps us to gain a more holistic picture of the factors influencing SMEs adoption of mobile money services in both innovational attribute, organizational attribute and environmental attributes. 

Furthermore, while other scholars such as Riyadh, et al. (2012) have integrated TOE and technology acceptance model (TAM), it is argued by other scholars that although the TAM can be regarded as an effective and parsimonious model for predicting SMEs adoption of latest technology, the use of behavioral intention as mediating  variable in cross sectional study led to a serious conceptual problem that call for further research (Bilic, 2005; Armitage and Conner,2001). The results of this study have given evidence of robust applicability of the integration of TOE with diffusion of innovation, now instead of integrating TOE with TAM in cross sectional study and get the conceptual framework problem which was evidenced in Bilic (2005). Researchers can now use our model which is proven to provide a useful framework for studying SMEs adoption of mobile money services. 

Reviews of literature on SMEs’ adoption of the latest technologies shows that most of previous studies focused on factors influencing SMEs adoption of latest technology  as simple dichotomy, that is ‘adopters versus on-adopters(Ndekwa, 2015; Agboh, 2015) and accounts for the missing link the actual usage as a critical stage in adoption. Other studies (Ndekwa, 2014b; Harindranath, 2008) have tended to characterize and measure adoption simply on one dimension. Studies (Wamuyu, et al., 2014; Nyaga and  Okonga, 2014) have described that mobile money services adoption in SMEs varies from basic adoption that includes payment which enables organizations to use mobile services such as prompt payment, money transfer, to cash deposit, and payment of bill, link financial institutions, payment of salaries, cash management and cash withdraw. This is a significant contribution to the academic literature where in the current study the researcher has advanced the integration of TOE and diffusion of innovation theory by measuring the dependent variable adoption with indicator variable namely payment, prompt payment and  money transfer rather than adopter and non adopter. 

The major contribution of this study has been to draw on prior research in the area of adoption in order to characterize mobile money services adoption on these dimensions. Characterizing and measuring mobile money adoption on these dimensions had the advantage of first providing a richer picture of the adoption situation in SMEs and second, it enabled the impacts of adoption to be determined for each services offered by mobile money to SMEs. This extends previous studies and theories on technological adoption, which have tended only to consider adoption as simple dichotomy that is ‘adopters versus on-adopters or simply on one dimension such as payment. It is envisaged that the framework devised in this study to characterize and measure mobile money services adoption in SMEs had wider application. It could, for example, be applied in replication studies in SMEs in other industry sectors and/or geographical locations, as well as in studies of mobile money adoption in larger organisations. Furthermore, it provides the basis for characterizing and measuring the adoption of other information and communications technologies in both large and small organisations.
 More importantly, both dimensions could form the bases for classifying firms in future studies, whereby causal models could be built to examine the relationships between variables such as factors associated with adoption and the impacts on firms for each dimensions. The model can be used for further testing of the proposed factors on other populations to further the relevance of factors influencing adoption of mobile money in other context.

6.3.2 Implication to Policy Makers 
The study finds and concludes that the unique characteristics of mobile money services have potential contributions to push SMEs in tourism sector to adopt mobile money services. The validated models segregate the characteristics of mobile money technology that could influence SMEs adoption of mobile money services. In each case perceived benefit and compatibility are of an overriding influence on firm adoption of mobile money services. Moreover, perceived benefit of mobile money and compatibility have principal influence for tourist firm to adopt mobile money services as they are significant and source of adoption respectively.

These call for policies that create conducive operating environment, encouraging small firm use of mobile money services and embrace on an entrepreneurial culture that leads to greater understanding of opportunities offered by mobile money services and improve mobile money services fitness to tourist firms business operation.

While national policies and strategies have put a lot of emphasis on the use of ICT for SMEs in general, the current study suggests that the development of the National policy should address mobile money services adoption at the national level and at firm level is imperative for proper deployment and adoption of mobile money services. Similarly, mobile technology infrastructure should be given priority as they pave the way for better use of mobile money resources and thus augment the internal capabilities of firms. Therefore, the study argues for national policies that address mobile money services issues at the national and at the firm-level both of which underscore enterprising culture as necessary for firm adoption of mobile money services.

Policy and public interventions that emphasize both the skills and mobile infrastructure are important. Small firms should be facilitated through better policy interventions that enhance learning and knowledge sharing on opportunities offered by mobile money and its impact on their business. Additionally, SMEs  should be encouraged and assisted to embrace more mobile money adoption behavior through proper policy guidelines. There is a need to have policy interventions designed to address the use of mobile money services and the special characteristics of small firms at government level and learning institutions. In line with this, small firms should, in a way, be encouraged to share business and mobile money knowledge, experience and skills among themselves. In that way, even conservative firm’s performance could transcend.

Moreover, the study demonstrates that organizational readiness is significant in pushing tourist enterprise to uptake mobile money services. This organization readiness is clarified as a bundle of resources and that the same resource endowments are shaped by both mobile money infrastructure available and the knowledge possessed by firm about mobile money services. It is thus important to foster mechanisms and interventions which help SMEs to understand their internal environments and how they can use mobile money services to enhance and be more efficient in terms of its operations. It is even more important, for policy interventions which are on sectored basis to address and ensure that appropriate knowledge and infrastructure are made available to SMEs on the most important aspects of mobile money services that are demanded from the market in which they compete. This makes it easy and possible for SMEs to align their mobile money use to meet these demands. With such interventions, it is possible for SMEs to adopt mobile money that give them a competitive edge even at a global marketplace.

In this study, it was found and posited that the influence of organization readiness through mobile money infrastructure at the firm level and the extended mobile money infrastructure from the external vendors are crucial to adoption of mobile money services. Governments in developing countries have to intervene primarily by improvising policy guidelines which ensure that providers of such services offer quality and reliable services fit for SMEs. For instance mobile money services such as money transfer and withdraw that are tailored to meet the needs of small firms are imperative. Policy guidelines that stipulates on how and what mobile money resources and service quality should be rendered to tourist enterprises could overcome a great deal of predicaments related to mobile money services use and firm adoption. Otherwise, poor services from the vendors have an impact on the effort of increasing SMEs technological adoption through mobile money services. It is equally important to ensure that such services are available at reasonable and competitive prices given the fiscal resource constraints among SMEs. These apply equally to mobile service providers, banks and other financial institution whose use of SMEs is on an increase. Government policies tailored specifically for small firms that address issues of better mobile money infrastructure development, reliable and quality telecommunication infrastructure and services are important for the SMEs’ performance and eventually the economy of the nation.

The current study has also found also that the regulatory framework is significant in promoting SMEs adoption of mobile money services. It suggests that a government policies tailored to secure users of mobile money and improve the adoption of mobile money services should be developed to encouraging SMEs and their value chain the use of mobile money. The policy may address the issue of reducing cost associated with registration, importation of infrastructure and addressing security issue that could protect the users of a mobile money services. The government may develop a policy that encourages firms to adopt innovation by developing policies which are beneficial to the organization.

 Therefore, it can be concluded that largely, both the SMEs in tourism are influenced or shaped by the perceived benefit, fitness, sources of resources (such knowledge resources, financial, infrastructure) and services from the environment. This strong link indicates that both policies and strategies enhance mobile money adoption and are crucial and heavily impact the adoption of mobile money services by SMEs locally and in the global market arena.

6.3.3 Managerial and Practical Implication  
At managerial level, the owner-managers are the ones who derive the equation that leads to SMEs adoption of mobile money services. In this regard, a resources endowment of the firms is mainly a subject that is defined by managers. In this case, it is implied that owners should strive to better understand the specific business activities they run and manage and thus align the mobile money resource acquisitions and deployment to meet and fit the activities. More importantly, they should strive to gain more knowledge that gives them the ability to coordinate and influence cost effective mobile money services applications. In a situation where the owner lacks the necessary industry knowledge and experience, the best option is to develop by training or hiring people with such skills. Additionally, they are to understand the various mobile money vendor options and once sourcing options are in order, managers could differentiate through strong networks and contacts which influence the availability of the technical mobile money support from the vendor as well as reliable services. 

As for the SMEs themselves in general, the findings from this study could be used by individual SMEs to compare their current adoption status relative to other SMEs. Owners and managers of SMEs could use the framework in this study to assess the conditions under which mobile money services could be adopted; this should yield greater benefits from mobile money services adoption. The findings could also serve as point of reference for other SMEs in other sectors that plan to adopt mobile money services. Most importantly, the results of this study could be translated into a formal and coherent mobile money strategy by SMEs.

6.3.4 Implications for Researchers 
it provides a guideline for researchers interested in mobile money services adoption or related services in SMEs setting. In particular, the philosophical, data collection instrument, validity and reliability, selection of variables and sampling procedure should also enlighten researchers on the methodological aspects of obtaining data from SMEs setting in a local context.

 This research has contributed to the field of methodological literature through the use of the positivism paradigm incorporating with interpretive approach study for developing an understanding of the contextual forces on the adoption of mobile money among SMEs in Tanzania tourism sector. Wamuyu (2014) advocates that the use of mobile money, mobile payments and other related mobile financial transactions in Africa vary from one country to another. This can be attributed to the level of technology maturity, a country’s level of social-economic development and the financial transactions ecosystem. Using one particular paradigm such as positivism limited prior study from capturing the context and at the same time providing an explanatory explanation of the significant variables. Given this situation this research has contributed to advance the research paradigm of prior studies by accommodating mixed paradigm which results in better understanding of the context issue and at the same time providing explanatory power of the model but also has helped to provide empirical evidence of the suitability and applicability of mixed approach from qualitative phase to quantitative approach in Tanzania tourism context for future similar studies.

 On the other hand, some of prior studies adopted case study research strategies alone which limits the generalization of the findings to a population rather it favor the generalization of the findings to the theories while others were adopting survey research strategies which limits in-depth understanding of the adoption phenomenal in the local setting but it favor the generalization of the findings to the population. As this research was designed from mixed research strategy of case study and survey strategies which resulted in a better understanding of the phenomenal interest but also has contributed in generalizing the findings to both theoretical as advanced by case study and generalization to the population has advance by survey design strategies. Both, survey and case study methods have been used extensively within the field of information systems and its usefulness has been proven over time. This PhD projects once again reiterated the use of mixed method of survey and case study in providing valuable insights for a research project to advance the research design strategies of prior studies in the context of SMEs in Tanzania tourism sector.

On the  other hand, this study, carried out in Tanzania focusing on SMEs population, has contributed in providing a better understanding of the factors associated with stimulating adoption of mobile money services in context of SMEs population in tourism context. Compared to other studies done in other SMEs population in other countries, this study has provided a better link of factors which are cutting across each unique population of SMEs in Tanzania tourism sector. As it has been argued by other scholars, each unique population tends to have unique factors influencing their adoption decision, this study as advanced the methodological implications in terms of unique populations of SMEs in Tanzania tourism sector.

While prior studies used non probability sampling methods which limits generalization of findings to the population, other studies have used probability sampling technique which limit the extent of capturing of data from key informative, this study has contributed in advancing the methodology by combining sampling methods of both non probability and probability sampling in sequential order which has allowed the research to get in-depth understanding of the factors influencing adoption of mobile money from the key informative and at the same time has adopted a simple random sampling which provide comprehensive generalization of the findings to the population.

On the other side, other prior studies used a very small sample size which tend to generate statistical errors hence their findings cannot be trusted while other studies have used larger sample sizes which tend to be affected by small diversion hence their finding are suggested to the effect of validity and reliability. In this study, the researcher has contributed to the body of knowledge in providing findings which are in line with the recommended sample size value for performing both factor analysis and structural equation modeling. Once again this PhD work has reiterated the use of adequate sample size which provides valuable insights for a research project and can be used to justify the suitability of sample size of upcoming research.

On a related issue, this study has advanced the internal consistency test whereas most of prior studies were relying of Cronbach's Alpha which lacks the power of evaluating the internal consistent of the whole model and is affected by number of items used which affects the results. Hence, it is not clear if it provides a true picture of internal consistent of data collection instruments. In this study, the researcher has contributed towards advancing the internal consistency assessment by adopting composite reliability test which account the internal consistent of the whole model and is not affected by the number of items used. Therefore, the findings from this study have contributed to supporting strong internal consistency evidence compared the prior studies which were assessed by using Cronbach's Alpha.

Regarding other studies, while other studies were not testing for constructs validity many others were testing the construct validity by ending at the exploratory factor analysis. These studies were limited because they did not assess the measurement error which tends to affect the covariance in predicting convergence and divergence validity. This study has contributed to extending the discussion of construct validity at Confirmatory factor analysis level which has helped to account for convergence and divergence validity test hence findings from this study does not suffer from cross loading and poor model fits.

 Prior studies have analyzed factors influencing adoption of mobile money services using descriptive data analysis techniques. It has been argued by most scholars that   descriptive data analysis lacks the power of generalizing findings to the population hence limit generalization at the sample level. On other side, other prior studies (Marumbwa, 2013; Wangari and Willy, 2014) used inferential statistics such as correlation analysis which does not provide cause and effect relationship hence very difficult to predict the significant level. Some scholars used techniques such as multiple regression and logistic regression which limit the use of multiple dependent variables. As in our case of adoption of mobile money services, adoption is measured by multiple items such as payment, money transfer etc. Hence, this study has contributed towards the advancement of data analysis technique which could account for multiple dependent variables on a complex model.

6.3.5 Implication to Financial Institution /Vendor
An empirical result from the current study has evidenced the significant influence of compatibility of mobile money services. This means that, financial institutions should select the appropriate mobile technology topology which fit well with SMEs operation in tourism sector. Other studies have found that infrastructure availability is the main factors that speed up the adoption of the mobile money services among SMEs. The current study has added to the body of knowledge by appreciating the significant influence of available infrastructure when they are compatible with a firm’s daily operations. This has created a major contribution to vendor to look on the mobile money services which fit well to tourism and SMEs in general. 

6.4 Recommendation for Future Research
There are certain limitations to this study. The study findings more specifically the identification of factors and their dimensions of this study was done  using factor analysis which limits the use of dependent and independent variable with a categorical variable. On future studies for establishment of factors influencing adoption of mobile money it is proposed to use other methods such as correspondent analysis that could accommodate the use of dependent and independent categorical variables in the development of conceptual framework.

On the other hand, this study adopted SEM which limits the use of dependent variables with interval scale. As argued by Myoung (2009) when a dependent variable is categorical, the ordinary least squares (OLS) method can no longer produce the best linear unbiased estimator, hence the nonlinearity of categorical dependent variable models makes it difficult to fit the models and interpret their results. This means that this study was limited only to dependent variable with interval scale. While in adoption studies (Wanyoike, et al.,2012;Ndekwa,2015; Gareeb and Naicker,2015) it has been acknowledged the use of binary categorical dependent variables(adopter and non adopter) on a set of  predictor variables. Given this situation, future studies should accommodate the use of binary dependent variables to predict a set of predictor variables using methods such as logistic regression. In related perspective, this study did not accommodate the mediating variable of behavioral intention construct which is the prominent construct in TRA, TPB, DTPB and UTAUT, this was due to the fact that this behavioral intention construct is affected by the time interval in which a study was conducted more specific cross sectional survey. 

Due to this observation, this study proposes longitudinal and case studies in the future for two reasons. Through longitudinal and case studies, the behavior intention constructs that measure the mediating effect between adoption and factors for adoption could be well established since behavioral is affected by time interval and change in technology which reside within firm’s complex skills and knowledge which are developed over time. Also, a longitudinal study could give more insights into the factors influencing adoption of mobile money services.

This study was conducted in one country namely Tanzania. It is not clear whether the findings and the model validated from this study can also be applicable in other countries due to contextual difference. This study proposes a study to be done in more than one country in order to confirm and establish more evidence which could help to justify the adoption phenomenal in developing countries and compare some unique characteristics found in each country under investigation. 
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Appendix I :Sample Size 






















Note:	“N” is population size






Appendix II:  Survey Questionnaire 

THE OPEN UNIVERSITY OF TANZANIA
Dear Respondents:
I am Alberto Gabriel Ndekwa, a PhD students at the Open University of Tanzania. I am currently conducting a study on Factors Influencing the Adoption of Mobile Money Services among SMEs in Tanzania’s Tourism Sector. You have been selected to participate in this study. Kindly respond to the questions below as carefully as possible. Your responses will be used for academic purposes only and will be treated with utmost confidentiality. If you have questions about the questionnaire or the research in general, feel free to contact the researcher via the following email addresses: albandekwa@gmail.com or mobile phone +255 0713 069500. 
Thank you for your cooperation.

SECTION A: GENERAL DATA
Please choose the appropriate answer by putting a tick in the space provided.
1) Which of the following categories describes your Age? 18-27 years 28 – 37 years 38 – 47 years              48 – 57 years    58-67   Above 67 years	2) What is your highest education level ? None Primary Education    Secondary Education Non degree Bachelor degree   Post graduate               
3) What is your gender? Male                              Female	4) Where is your firm located? Arusha   Dare es Salaam    Unguja
5)What is your current position in this firm? Owner     Manager Normal Employee                   	6) What is the Owner’s Gender of your business? Male     Female  Both Male &Female
7) What is the number of full time employees in this firm?1 – 4 employees      5 – 49 employees                                      50 – 99 employees  Above 99 employees                        	8) How long has your firm been in this business?   Less than 5 years         5 – 10 years above 10 Years
9)Does Your firm use mobile money services?Yes              No                  	10)Which method does your firm prefer to use?Mobile money services Traditionally money services
11)How often do you use mobile money services for this business?Never    Daily    Weekly      Monthly	12)For how long has your firm been using mobile money services in this business?Less than 5 years 5 – 10 years Above 10  years 
SECTION B: FACTORS INFLUENCING ADOPTION OF MOBILE MONEY SERVICESFor the following statements, please indicate your level of agreement or disagreement on the following statements  based on the following scale;5= Strongly agree, 4=Agree, 3= Not sure, 2= Disagree and 1= Strongly disagree
Technology Characteristics
In our business, mobile money services is easy to use	1	2	3	4	5
Learning how to use mobile money for business is easy 	1	2	3	4	5
Mobile money services fit well with the way we perform daily business transaction 	1	2	3	4	5
In our business, mobile money services has increased the number of transaction	1	2	3	4	5
Mobile money services has enabled our business to accomplish financial objectives more quickly	1	2	3	4	5
Mobile money services are available and easily accessed all the time in our business.	1	2	3	4	5
Mobile money manual is easy to learn and operate 	1	2	3	4	5
It is easy for our employees to become skillful in operating mobile money services	1	2	3	4	5
Mobile money services are clear and understandable 	1	2	3	4	5
Mobile money services are visible and accessible for business use	1	2	3	4	5
Mobile money services have improved our business performance	1	2	3	4	5
Low operation cost of mobile money facilitates our business to use mobile money	1	2	3	4	5
Mobile money services offer low investment cost 	1	2	3	4	5
Mobile money services detect and protect against frauds 	1	2	3	4	5
Mobile money services registration is simple and easy	1	2	3	4	5
Mobile money services recover all services failure for business financial transactions	1	2	3	4	5
Mobility characteristics of mobile money influenced our business to use mobile money	1	2	3	4	5
Mobile money technology is enjoyable for business use	1	2	3	4	5
Environmental Characteristics
Our competitors are actively pressuring our business to use mobile money services 	1	2	3	4	5
Our business partners, think that our business should use mobile money services	1	2	3	4	5
Our suppliers regard mobile money as a useful and valuable tools in our business	1	2	3	4	5
Our customers, think that our business should serve them with  use mobile money services for them 	1	2	3	4	5
Banks are actively supporting our business to use mobile money services	1	2	3	4	5
Telecommunication companies such as Vodacom are supporting our use of mobile money 	1	2	3	4	5
Government institutions think that our business should use mobile money services	1	2	3	4	5
Tourism industry is pressurizing our business to use mobile money services	1	2	3	4	5
Government policy is facilitating our business to use mobile money services 	1	2	3	4	5
Government regulations are supporting our business and SMEs to use mobile money	1	2	3	4	5
Our business is facilitated by government special program to use mobile money	1	2	3	4	5
Availability of electricity influences to the use of mobile money services in our business	1	2	3	4	5
Our customers are ready to use mobile money services	1	2	3	4	5
Our customers have skills necessary to use mobile money services 	1	2	3	4	5
Our customers have experience of using mobile money services 	1	2	3	4	5
Our business has external expertise and services availability and support for mobile money	1	2	3	4	5
Organization characteristics
Employees in our business think that our business should use mobile money services	1	2	3	4	5
Our business is ready to use mobile money services	1	2	3	4	5
Our business is located near mobile money services provider eg banks, M-pesa, etc	1	2	3	4	5
Our business is located near networks that connect mobile money services	1	2	3	4	5
We have business policy to guide our business to use mobile money services 	1	2	3	4	5
Our business has experience to use mobile money services	1	2	3	4	5
In our business, financial structure in use fits well with mobile money services	1	2	3	4	5
Our business has enough financial resource to invest in mobile money services	1	2	3	4	5
Our business is familiar with mobile money services	1	2	3	4	5
Our business owners innovativeness has enabled our business to use mobile money services	1	2	3	4	5
Management support and commitment has influenced our business to use mobile money 	1	2	3	4	5
financial resources availability has enabled our business to use mobile money services	1	2	3	4	5
The level of in house expertise has enabled our business to use mobile money services	1	2	3	4	5
Our business predicts to use mobile money in the coming business seasons 	1	2	3	4	5
Our business intend to use mobile money services in all financial services	1	2	3	4	5
Our business is plan to use mobile money services for all financial services	1	2	3	4	5
Using mobile money services makes our business financial services more interesting	1	2	3	4	5
Using mobile money services in our business is a good idea	1	2	3	4	5
Owners/employees in our business like to use mobile money services	1	2	3	4	5
Using mobile money services in our business is fun	1	2	3	4	5
Mobile Money Services Use (Adoption)
In our business, we use mobile money services to deposit cash 	1	2	3	4	5
In our business, we use mobile money services for making payments	1	2	3	4	5
In our business, we  use mobile money services to keep financial information	1	2	3	4	5
In our business, we use mobile money services for  prompt payment  	1	2	3	4	5
In our business, we use mobile money services to access financial information	1	2	3	4	5
We use mobile money services  in order to communicate financial transactions	1	2	3	4	5
We use mobile money services in order to link our business with bank services	1	2	3	4	5
We use mobile money to transfer funds to important persons such as our suppliers	1	2	3	4	5
We use mobile money to control cash usage	1	2	3	4	5






Appendix III: Interview guide 
This interview aims at collecting opinions and perceptions on how the technological, organizational and environmental characteristics encourage SMEs to adopt mobile money transfer services in Tanzania. 
A) Technological Characteristics 
General question: How does mobile money technology influence your business transactions? 
i) Does the mobile money fit well with the way your business operates
ii) Does increase your business productivity 
iii) Is mobile technology easy to use?
iv) Does mobile money offer more opportunities to your business compared with other technologies.  
B) Organizational Characteristics 
General question:  Is your firm ready to adopt mobile money services 
i) Does your business have adequate technological infrastructure for mobile money services?
ii) Does your business have enough technical experts for mobile money services?
iii) Does the nature of your business demand the use of mobile money services?


C) Environmental Characteristics 
General question: How does the environmental in which your firm operate push toward the adoption of mobile money services. 
i) Do your customers push your business to adopt mobile money services?
ii) Is there any government regulation which is motivate your business to adopt mobile money services 
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